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Rough Proofs Ford, Colgate and 


Under present conditions Leo M. 
Cherne is against “articles that 
violate the principle of economy in 
the use of materials.” The bathing- 
suit and lingerie manufacturers are 
‘way ahead of him. 


vyv¥py¥ 


Because of the shortage of ma- 
chine tools and the difficulty of 
making new dies, motor car designs 
may not be changed much. But the 
advertising will be okay as long as 
the adjectives hold out. 


, Vv F 


Now that Pyrene has decided to 
use the weather as one of the main 
ingredients in its campaign for tire 
chains, why not team up with Santa 
Claus and start plugging early for 
an old-fashioned white Christmas? 


7, © ¥ 


“Gas Industry Expands Promo- 
tion on All Fronts” is the headline 
of a current news story, but it re- 
ports the advertising plans of the 
utilities and not the final stretch 
drive of the candidates. 


oe | 


Macfadden Women’s Group talks 
about “how to win wampum and 
influence women.” After the first 
objective has been accomplished, 
the second is usually a lot easier. 


7. 7 ¥ 


Eddie Cantor is trying hard to 
boost his radio batting average, 
with an eye on the bonus. But he’ll 
have a hard time making a hit as 
valuable as that final world’s series 
two-bagger of Jimmy Ripple. 


=~ ww = 


National Notion Week has been 
announced for April 21-26, 1941, 
and in view of some of the current 
irrational trends, it doesn’t seem to 
be a minute too soon. 


+, Vv 


That’s quite an idea developed 
for V. V. Vitawater, the drink alle- 
viator, which will be distributed | 
through bars and grills. The fellow 
who has just acquired an expensive 
edge can down VVV and start all 
over again. 

+ FT 


G. W. Coldsnow has Just resigned 
as sales manager for Standard Oil 
of Indiana at La Crosse, Wis. No 
doubt he’d feel much more at home 
at Coldwater, Mich. 


vv sy? 


“How to choose a slide rule” is 
the advice generously offered to 
college freshmen by Keuffel & Esser. 
As everybody knows, many a fine 
engineer has been spoiled right at 
the very beginning by getting his 
hands on the wrong slide-rule. 


, ¥ F 


With the added length of the 1940 
automobile show in New York, the 
new models have had a chance to 
become at least nine-day wonders. 
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Designs 


u 
WO 


must be accepted and 
n by the wealthy before they 


decome authoritative, says the ed- 
tor of Vogue. And the reason 
‘ 


ion editors hold their jobs is | 


that after new 


the 


styles become au- 
itative and popular, they are no 
nger acceptable to the wealthy. 


, 


Today, of 


course, It’s on the 
Burma 


road that the dawn comes 
up like thunder. 
Copy Cus. 


General Baking 
Change Agencies 


Many Agencies Involved 
in Switches; Handerson 


Quits Goodrich 


New York, Oct. 17.—A rash of 


fecting some of the country’s lead- 


season got into full swing. Ac- 
counts changing hands 
Ford Motor Company, 
Palmolive-Peet Company, and Gen- 
eral Baking Company, with uncon- 
firmed rumors asserting that B. F. 
Goodrich Company might change | 
its agency lineup following 
change in advertising department 
personnel. 

An agency-client relationship of | 
almost 14 years’ standing will end | 


Dec. 31 when Ford switches the 
bulk of its advertising from N. W. 
Ayer to McCann-Erickson, which 


In Detroit, A. R. Barbier, Ford 
advertising manager, told ApvER- 
TISING AGE that it has not been de- 
cided who will handle the Ford ra- 


several days before a statement can 


$1,000,000 in network 
magazines and farm papers, with an 
|additional $3,000,000 going 
|newspapers. Much, if not most of 
the latter represented Ford dealer 
| business, developed and organized 
| by McCann-Erickson. 


New Agencies for Colgate 
| Colgate-Palmolive-Peet and Ben- 
ton & Bowles will likewise sever 
| their business relationships as the 
|} year wanes, the move to coincide 
with the formation of a new agency, 
Bates & Co., which will handle a 
'portion of the C-P-P account. 
Theodore L. Bates, who will head 
the new agency, is currently a vice- 


|Bowles, and it is understood that 
the Continental Baking Company 
account will also go to his agency 


as 1941 rolls around. Although no | 


details have been made available 
as to the personnel of the new 
agency, it is reported that Thomas 
Buechner, contact man on the Col- 
gate account, will continue in this 
post for Bates, and Edgar P. Small, 
member of the B. & B. media de- 
partment, will become space buyer 
of the agency. 

The Bates agency, according to 
reliable reports, will get the Col- 
gate dental cream advertising, while 
the advertising of Palmolive prod- 
ucts will be placed with an agency 

t to be named. Sherman & Mar- 
quette, which up to the beginning 
of this year was Benton & Bowles- 
Chicago, has been handling Colgate 

(Continued on Page 38) 
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account and personnel changes af- | 


ing advertisers broke out this week | 
as the fall selling and promotion | 


included | 
Colgate- | 


dio advertising, and that it will be | 
be made. Ford spent approximately | 
advertising | 
last year, and another $2,000,000 in | 


into | 


president and director of Benton & | 


AMONG CELEBRITIES AT ABC MEETING 


| 


P. L. Thompson, Western Electric Company, ABC president (right); 
Butler, General Foods Corporation; 


ican Association of Advertising Agencies (left), at ABC meeting. 


Ralph Starr 
ana F. R. Gamble, executive secretary, Amer- 


‘Newspaper Group to Study 
Visualization Plan of ABC 


Advertisers 


| 


| Agencies, 


has been in charge of Ford dealer | ° {1BC Week” last week 
copy for the past few years. Mer- | Re-affirm Desire for brought the usual gathering 
cury advertising will go to Maxon, Added Details of advertising associations to 
Inc., which now handles the “al Chicago. Reports of the 
coln- Zephyr account. 


Chicago, Oct. 18.— Appointment 
be Edwin S. Friendly, business man- 
ager, New York Sun, to head the 
| Visualization committee of the 
newspaper division of the Audit | 
| Bureau of Circulations, featured the | 
| closing session of the ABC conven- 
today, and insured vigorous 
prosecution of the plan to show re- 
lation of newspaper circulations to 
total number of families in counties 
covered. Mr. Friendly has long 
been chairman of the Bureau of 
| Advertising, American Newspaper 
Publishers Association. 

E. R. Hatton, Detroit Free Press, 
who announced the selection of Mr. 
Friendly today, gave other 
nel of his committee as 
S. E. Thomason, publisher, Chicago 
| Times: A. E. Whiting, circulation 
manager, Montreal Star; Walter M. 
Dear, general manager, Jersey 
Journal, Jersey City; A. L. Miller, 
publisher, Battle Creek Enquirer 


meetings of the ABC itself 
will be found on Pages | and 
2 of this issue; the News- 
paper Advertising Executives 
4ssociation is covered in 
stories on Pages 14, 15, 16 
and 22; Inland Daily Press 
{ssociation on Page 34; the 
Agricultural Publishers Asso- 
ciation on Page 32. 


| tion 


tion, and chairman of the resolu- 
tions committee, reported that all 
resolutions except those concerning 
the visualization plan had been re- 
ferred to the ABC board. 
resolutions concerned 
on circulation department expendi- 
tures, renewal percentage, 
tory breakdown of city zone circu- 
lation in newspaper reports and 
outside checking in all newspaper 
audits 


person- 
follows: 


j}and News; Clark F. Waite, presi- The resolution from the adver- 
|dent, Southern California Associ- tiser division, which was unani- 
ated Newspapers, Los Angeles; and mously adopted, along with two 


Jack Estes, 
Dallas News. 
Phillips Wyman, McCall Corpora- 


circulation manager, others on the same subject, said: 
“Resolved, that the advertiser di- 


(Continued on Page 37) 


Last Minute News Flashes 
McKay Named Colgate Advertising Director 


Jersey City, N. J., Oct. 18.—Following changes in the Colgate-Palm- 
olive-Peet agency set-up, Hugh McKay, formerly director of Colgate Euro- 
pean advertising and since last January in charge of toilet goods adver- 
tising, today became advertising director of the company, succeeding Roy 
W. Peet, who was named assistant to S. Adams, executive vice- 
president. 


First Copy Breaks for Old Medley Whisky 

New York Oct. 18.—First advertising of Old Medley whisky since the 
brand was acquired by Fleischmann Distilling Company will appear in 
leading newspapers within the next few weeks, it was revealed today. 
Daviess County whisky, purchased at the same time, will be given a 
minimum of promotional support. L. H. Hartman Company is the agency. 


James 


H. M. Dancer Named Blackett-Sample President 

Chicago, Oct. 18. H. M. Dancer, vice-president for the past three 
years, has been made president and director of Blackett-Sample-Hum- 
mert, Inc., succeeding J. G. Sample, effective Nov. 1. Mr. Sample, Hill 
Blackett and E. F. Hummert will continue as vice-presidents and direc- 
tors, devoting their full time to the business 


Paper Milk Containers Win Chicago O.K. 
Chicago, Oct. 18.—The long drawn out war here over the legality of 
paper containers for milk was ended here today when Federal Judge 


Charles E. Woodward barred the city of Chicago from interfering with the 
sale of milk thus delivered. The case was in the courts for two years 


These | 
information | 


manda- | 


Tobacco Bill for 
Advertising Put 
at $51,900,000 


1939 Expenditures 
Given in FTC Industry 
Financial Report 


Washington, D. C., Oct. 17.—Six 
| Cigaret companies, including “the 
four largest manufacturers and two 


other important concerns in the in- 
dustry,” spent a total of $51,905,091 
for advertising during 1939, accord- 
jing to “Cigaret and Tobacco Prod- 
ucts Manufacturing Corporations, 
1939,” a report issued yesterday by 
the Federal Trade Commission. 
The six companies whose finan- 
|cial reports are consolidated and 
| analyzed in this report had total net 
sales during 1939 of $1,047,390,892, 
the FTC says, and their gross mar- 


gin on sales was $211,607,203. The 
advertising expenditure of just 


under 52 million therefore ac- 
,/counted for 4.96 per cent of net 
sales, and additional sales expense 
of $25,873,026 accounted for an- 
other 2.47 per cent. All of the above 
figures include the cost of revenue 
|stamps. When this fixed expense 
is deducted, sales cost amounts to 
4.91 per cent of net sales and adver- 
tising to 9.86 per cent. 


Gives Percent of Return 


The combined net income of the 
| six corporations, says the FTC re- 
| port, before deduction of interest on 
| long-term borrowings and income 
| taxes on the total capital of $703,- 
332,081 employed by the six cor- 
| porations in 1939 was $116,236,760, 
or a rate of return of 16.53 per cent 
on the average of such employed 
capital for the year. This average 
return represents individual rates 
ranging from a low of 9.56 per cent 
| to a high of 34.15 per cent. 

The net income of the six cor- 
porations, after payment of interest 
and deduction of provisions for in- 
come taxes, amounted to $90,492,- 
365. The corporations paid, or ac- 
| crued, cash dividends on preferred 
shares during 1939, amounting to 
$5,672,975, and on the common 
shares $72,808,952. The cash divi- 
dends paid during the year 1939 
represented a return of slghtly over 
12.8 per cent to the stockholders on 
the average ledger value of their 
equity, of $611,350,987. 


. To Issue Other Studies 


The report issued this week is the 
second in the FTC’s project for the 
collection of annual financial re- 
ports on a large number of indus- 
trial corporations operating in many 
of the principal industries of the 
United States, and is undertaken, 
according to the FTC, in pursuing 
the objectives set up in the Federal 
Trade Commission Act. 

“The purpose of securing 
ports,” says the FTC, 
promoting orderly business opera- 
tions and in larger and more stable 
employment of labor. . . The Com- 
mission believes this information 
should be of great value to all those 


such re- 
“is to aid in 


directly interested in the produc- 
tive ability of industrial corpora- 
tions and in their financial results. 


. Reports on other 
be made shortly.” 

In the tobacco industry, the re- 
port says, the cost of revenue 
stamps affixed to goods sold repre- 
sents about one-half of total sales 
value. Because of this situation the 
ratios given are shown in two 
ways: on the basis of including the 
cost of stamps in sales and cost of 
goods sold, and without this figure. 


industries will 
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Experts Call 


ABC Foundation 
of Space Buying 


Chicago, Oct. 17.—While agencies 
give close attention to ABC reports 
of publishers, mere membership in 
the Audit Bureau does not guaran- 
tee success of any paper, Atherton 

W. Hobler, presi- 
» dent, Benton & 
+Bowles, New 
York, and Four 
A’s chairman, 
said at the open- 
ing session of the 
ABC at the Ste- 
vens Hotel today. 
Others on the 
initial program 
were A. O. Buck- 
| ingham, vice- 

president, Cluett, 

Peabody & Co., 

and chairman of 
the board, Association of National 
Advertisers; John S. Knight, pub- 
lisher, Detroit Free Press, Akron 
Beacon Journal and Miami Herald; 
and D. Howard Moreau, publisher 
of the Hunterdon County Democrat, 


A. W. Hobler 


| Flemington, 


|real purpose of ABC membership 


| cations. 


N. J. The luncheon | 


meeting was addressed by Napier 
Moore, editor of Maclean’s Maga- 
zine, Toronto. 

Purpose of Membership 


“T suspect that occasionally the | 


from the publisher’s viewpoint be- 


comes confused,” said Mr. Hobler. | 
“I say this because I have heard a| 
few ABC publishers intimate that} 
advertisers and agencies do not | 
give their publications the full and | 
complete attention which in their | 
opinions they deserve as a member | 
of the ABC. The intimation is that | 
simply because they are ABC mem- 
bers they should be assured that 
they will get a proportion of the| 
business. 

“I doubt that there are many ad- | 
vertisers or agencies who do not give 
special preference to ABC publica- 
tions when choosing between publi- 
As a general rule, how- 
ever, the medium which provides 
the most economical means of reach- 
ing a market is the one most likely 
to get the business. More and more 
the economics or the cost of reach- 
ing people effectively is the deter- 
mining factor in media buying.” 

This fact, Mr. Hobler pointed out, 
is not confined to the purchase of 
publication space. It prevails 


throughout business as a whole. 


“If the manufacturer believes he 
can command a premium price for 
his product just because he is adver- 
tising it, he is making a fundamental 
mistake,” said the agency man. “The 
product actually must give value. 
By the same token, if a medium 


‘owner believes that by reason of 


membership in the ABC he can sell 
space for a premium price, he, too, 
will be disappointed. In the long 
run advertisers are going to buy the 
best value from the standpoint of 
economics, no matter where they find 
that value.” 


Moral from War 


Mr. Buckingham recalled the first 
World War, which he blamed for 
the collapse of demand for stiff 
white collars. It taught Cluett, Pea- 
body & Co. that a manufacturer 
must give the public what it wants 
and not what the manufacturer 
thinks it ought to want. 

Paying a tribute to the newspaper 
industry for the “Continuing Study 
of Newspaper Readership,” Mr. 
Buckingham said that a cooperative 
project is under way to determine 
readership of trade and industrial 
papers in the same way. 

In spite of all of these old and new 
studies, however, the ABC remains 
the cornerstone of space buying, Mr. 
Buckingham insisted. 

“No matter how many studies of 


The 


OUTH 


1S LEADING THE NATION 
IN ELECTRICAL EXPANSION! 


/ 


This statement is based not on one, but on several significant facts. . . 
key facts that interpret the present trend of the Southern electrical market 
and foretell an even larger, swelling market in this section for electrical prod- 
ucts, appliances, and construction in the next several years, 

Recently compiled figures reveal that the South shows the largest gain 
of any section of the United States in: 

OUTPUT OF ELECTRICITY 
CONSTRUCTION OF TRANSMISSION LINES 

NUMBER OF CENTRAL STATION CUSTOMERS 
NUMBER OF WIRED HOMES 


Favored by a mild year-round climate, Southern construction of indus- 
trial plants, commercial building and private homes will continue to sky- 


rocket... 


unhampered, as in other sections, by prohibitive weather con- 


ditions during the months of December, January, February and March. 
Further proof of Southern electrical expansion is found in appliance 


sales totals and KWH consumption figures for the past year. 


Electrical 


appliance sales in the South during 1939 amounted to well over ONE HUN- 


DRED MILLION DOLLARS. 


The annual average KWH consumption per 


residential customer for the same period was 1220 in the South, as compared 
to the national average of 900 KWH. 


@ 


ELECTRICAL SOUTH will continue to aggressively promote 


electrical progress in the South. 


It is the only publication assur- 


ing a thorough coverage of the electrical dealers, contractors and 
local offices of the utility companies in small towns, as well as a 


complete coverage of the dealers, 


centractors, wholesalers and 


utility companies in the metropolitan commercial centers of the 


South. 


ELECTRICAL SOUTH, with circulation in over 1900 cities and 


towns of the South and Southwest 


schedule. 


a “Must” on your 1941 


“The South's Own and Only Electrical Business Journal” 


| readership are made, they can never 
|supplant the ABC,” he said. 


“The 
quantity and quality of circulations 
are so utterly different that it 
amazes me when anyone confuses 
the two. We shall always need an 
independent audit of circulation, but 
when we get those figures, we shall 
also require more facts on which to 
base our selections. A part of those 
facts are found in readership studies. 
Other facts we must draw from our 
own business—where our distribu- 
tion is, what our dealers are doing, 
buying power indices and the like. 


Relies on Agency 


“T may never read an ABC state- 
ment, but don’t think I don’t use 
them. When I’m making up a sched- 
ule or studying my market, I ask a 
lot of questions of my agency and 
you can bet that agency men read 
your statements. They have to an- 
swer my questions. Ask any agency 
media man and he will tell you that 
he has a crew of men who are con- 
tinually taking them apart and put- 
ting them together. 

“Knowing that, I would not say 
that the ABC can sit back and say, 
‘This is what we are doing and is all 
we should do.’ Like all of us, the 
Bureau should be alert to change, 
examine itself carefully to see if it 
is not approaching obsolescence by 
not meeting the demands of its cus- 
tomers, the buyers. After all, that 
is the problem of all business—to 
service our buyers—and the time to 
give service is at the time they are 
not aware that they need it. If you 
wait until they demand it, then you 
lose all credit for supplying it.” 


Test Campaign for 


New Burgess Light 


Burgess Battery Company, Free- 
port, Ill., is planning a test mail 
campaign for a new portable bat- 
tery light which is said to be the 
brightest ever developed. Future 
distributive and advertising plans 
for the light will depend on the re- 
sults of the test drive. 

F. S. Green is advertising man- 
ager for Burgess and Howard Monk 
and Associates, Rockford, is the 
agency. 


WSPA Expands » 


WSPA, Spartanburg, S. C., has 
been authorized by the Federal 
Communications Commission to op- 
erate full time, day and night, with 
a power of 1,000 watts. A new 
transmitting plant will be built. 


WJJD Moves 


WJJD, Chicago, has moved its 
studios and executive offices from 
201 N. Wells street to the Carbide 
& Carbon blidg., 230 N. Michigan 
avenue. National sales offices of 
WIND also will be located at the 
new address. 


Push Arch Preservers 


E. T. Wright & Co., Rockland, 
Mass., is using “For active men” as 
the dominant theme of an advertis- 
ing campaign for its Arch Preserver 
shoes. Publications scheduled are 
Christian Science Monitor, Esquire, 
Fortune, Oral Hygiene and Time. 


Thorsen Leaves McGivena 

J. Mitchell Thorsen has resigned 
as vice-president and director of L. 
E. McGivena & Co., New York, ef- 
fective Nov. 1, to open his own ad- 
vertising and sales promotion office. 


Hammett Joins Simmonds 
Lee Hammett, advertising man- 
ager of Nutrena Mills, Kansas City, 


GRANT BUILOING 


ATLANTA. GEORGIA 


ELECTRICAL SOUTH 


POWER and INDUSTRY + SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 


has joined Simmonds & Simmonds, 
| Casenge agency, as assistant to the 


Press Subservient 
fo Advertisers, 
Democrats Charge 


New York, Oct. 16.—Advertising 
was shoved into the political lime- 
light today when Edward J. Flynn, 
Democratic national chairman, at- 
tributed the widespread newspaper 
support accorded Wendell L. Willkie 
to a “financial dictatorship” exer- 
cised by big advertisers. 

Mr. Flynn’s charge, voiced to re- 
porters here at a press conference 
in his Hotel Biltmore headquarters, 
came during the course of a tirade 
on the handling of “smear stories” 
by the press. Asserting that 90 per 
cent of the nation’s newspapers are 
against President Roosevelt, Mr. 
Flynn complained that “smears” 
turned up by the Republicans are 
featured on front pages, while 
“smears” produced by the Demo- 
crats are relegated to inside pages. 

“I am asking you to take my 
question to your publishers,” he as- 
serted. “They have editorialized a 
lot about dictatorship. I wish they 
would tell me why there should be 
an actual dictatorship of the policy 
of their papers by the big financial 
interests and by their advertisers? 
I challenge them to print this, to 
tell why they feed their readers in 
the news columns wholesale doses 
of partisan propaganda instead of 
adhering to the independence they 
so often vaunt and give their read- 
ers an even break on the actual 
news of the day?” 


“Suppress” Thompson Column 


Democratic officials were particu- 
larly incensed over the New York 
Herald Tribune’s alleged “suppres- 
sion” of one of Dorothy Thompson’s 
columns advocating the candidacy 
of Mr. Roosevelt. Charles Michel- 
son, Democratic publicity chief, said 
that the Democratic National Com- 
mittee had offered to print the dis- 
puted column as a paid advertise- 
ment in the Herald Tribune, but 
that the newspaper had _ turned 
down the copy. 

Mr. Flynn was asked by a re- 
porter whether he believed that a 
free press does not exist in this 
country. He replied: 

“Yes, I believe we have a dic- 
tated press, dictated by the finan- 
cial interests of this country.” 


WW] Gets Increase 


_ The FCC has approved applica- 
tion of WWJ—The Detroit News for 
a power increase to 5,008 watts day 
and night, instead of the present 
5,000 day and 1,000 night. Con- 
struction on a new 550-foot vertical 
radiator antenna is to start immedi- 
ately. 


Taylor Launches Drive 


Taylor Provision Company, Tren- 
ton, N. J., has launched a campaign 
from Boston to Norfolk, using 
newspapers, radio and 24-sheet 
posters to promote its Taylor pork 
roll. Carter-Thomson Company, 
Philadelphia, is the agency. 


Leeming Joins ANA 


Thomas Leeming & Co., New 
York, has been elected to member- 
ship in the Association of Nationa: 
Advertisers. Edward B. Austin, 
vice-president, will represent the 
company. 


| president, Phil W. Tobias. 
| 
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October 21, 1940 ADVERTISING AGE 3 


ANNOUNCEMENT 
jor ADVERTISERS and 
ADVERTISING AGENCIES... 


Following ts the text of a letter which was matled on October 15th to Advertising Agenctes throughout the United States: 


ou will be pleased, we know, to learn that 


effective with the issue of January 5, 1941, 


We had previously planned a rate increase for 


black and white linage and for less than page unit 


| THE AMERICAN WEEKLY will be distributed color advertisements because the circulation of THE | 
| with the Miami Herald and the Philadelphia Record. AMERICAN WEEKLY for some time has been substan- 2 
: After December 29, 1940, THE AMERICAN WEEKLY tially in excess of the volume upon which these 
7 will no longer be distributed with the Houston Post rates were based. Now with the taking over of the 

and the Minneapolis Star Journal. Philadelphia and Miami distributing units, with 
: Now Tue AMERICAN WEEKLY will have a distrib- further increased circulation, the following rates are 
uting unit located in the third largest city in the announced, effective with the issue of April 6, 1941: 
: United States as well as the firstand second and fourth, BIG COLOR PAGES —. $18,000. 
; fifth and so on, and will provide intensive coverage 1000-line color units . . 12,500. 
| inside as well as radiating out from these points. Half Page color units . . 12,000. 
: We have looked forward to having a distributing 4/7 Page color units. . . 14,000. 
: unit in the State of Florida which has made such Black and white, per line . 10.50 
extraordinary progress as a population and trading A change in the rate base from 6,200,000 to 6,750,000 

center and with the Miami Herald as a distributing becomes effective with the issue of April 6, 1941. 
unit, THE AMERICAN WEEKLY will provide a coverage Of course, you know that ‘THE AMERICAN WEEKLY 
in that important part of the United States far greater will continue to be dicrifbuted and saldin the teri- | 
than any other national publication. tory now covered by the Minneapolis and Houston 

We, of course, regret that a change in ownership distributing units and that it will continue to be read. 

of the Minneapolis Star Journal was responsible for by thousands of families in the Northwest and the 
; the release of ‘THE AMERICAN WEEKLY by that unit and State of ‘Texas who have received it during the last ; 
; that a situation developed in Houston which we three years. It, therefore, is not possible to provide 

would prefer not to discuss, but we are delighted with more accurate circulation figures at this time except 
the opportunity for further strengthening of THE to say that the rate base will be exceeded many 
: AMERICANWEEKLY which these changes make possible. hundred thousand. 


Greatest 
Circulation 


in the World 


“The National Magazine with Local Influence” 
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Main Offee: 999 Eighth Avenue, New York City 
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October 21, 1949 


M embers of 1] 
Women’s Adclubs 
Hold Conference 


(Picture on Page 39) 


Cleveland, Oct. 14 Over 125 


vertising Federation of America, 
was the principal speaker of the 
conference. He called upon his 
audience to sell the advertising 
profession against the threats which 
have been made upon it. “Despite 
the fact that over $1,500,000,000 is 
spent for advertising per year, mak- 


ing products but we have never 
taken the time to sell our own busi- 
ness to the public. It is high time 
we started such a campaign.” 
Calling upon the women to assist 
in this work, Mr. Borton gave his 
opinion that advertising women and 
advertising men should share in the 
same clubs rather than in separate 


Carson Tears Into 
‘Career’ Consumer, 
Subversive Books 


clubs from 


members of women’s advertising !"8 it decidedly ‘big business,’ few 
Pittsburgh, people including executives realize 
Buffalo, Toledo, Detroit, Chicago, what it means,” he said. 
Grand 


Toronto, 


Rapids, 


working for the con- 
sumer far more than the Consum- 


tising work, it is about time we told | the 
We are constantly sell- 


organizations. 


“Because problems, he said. 


Milwaukee, St. of this lack of understanding, criti- 
Louis, Minneapolis and Cleveland cism crops up from time to time.” 

attended the 1940 Mid-West Inter- “We are 
city Conference of Women’s Adver- 
tising Clubs held here over the ers Research 
weekend. tions of this 
Elon G. Borton, advertising man- people engaged in full time adver- 
ager of La Salle Extension Institute, 
Chicago, and president of the Ad- our story. 


kind. With 600,000 


Each has the same 
common job and the same general 


Federal Motor Appoints 


Federal Motor Truck Company 


Sill & Caron, Detroit. 
sales promotion activities will be 
stressed in advertising, in line with 
company’s objective of more 
unified cooperation with dealers. 


Dealer and 


night. 


Chicago, Oct. 16.—Advertising, as 
well as life itself, has become too 
complicated, J. O. Carson, of the 
advertising department of H. J. 
Heinz Company, told the Women’s 
and other organiza- | 5@S placed its account with Aarons, Advertising Club of Chicago last 
Mr. Carson veered from his 
announced subject to tear into the 
consumer movement and blast the 
type of educational material that is 


He’s a busy man, is Carl 
Anderson, the leading con- 
tractor in Willow Hollow. But 
he’s never too busy to fix a 
little girl’s doll house or help 
a boy with a ftigure-4 trap. 
Every kid in town knows him. 
So do the grown-ups. And 
they think that when it comes 
to building houses, Carl knows 
his way around. 


W hich is absolutely right. He 
does. Because Anderson has 
the whole responsibility when 
he builds a house. He _ has 
never worked under an archi- 
tect. In fact, there isn’t one 
within a_ hundred 


Willow Hollow. 


Publishers also 


miles of 
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Cvory Kd in Willow Hollow hnows lanl Anderson 


BUT YOUR SALESMAN HAS NEVER MET HIM 
AND PROBABLY NEVER WILL... 


But his houses are smart, 
modern, good looking and 
comfortable to live in. He 
takes pride in them. Often 
they include new features 
which the owners don’t even 
know about till they move in. 
Things Carl has read about in 
Practical Builder. Oh yes, he 


Bey 
ae 


/ —_ SERVING 79000.. 
i BUILDING EXPERTS 
e 


of BUILDING SUPPLY NEWS and BSN DEALERS’ 


keeps abreast of new develop- 
ments through the pages of his 
favorite magazine— both the 
news stories and the ads oc- 
cupy his evenings. 


Your salesman has never met 
Carl Anderson. He probably 
never will meet him because 
he is always on a job some- 
where -more than likely on a 
farm several miles out. But 
you can reach him through the 
pages of Practical Builder 
him and his 70,000 brother 
contractors dependably and 
at small cost! 


Phone or write Practical 
Builder, 59 E. Van Buren St.. 
Chicago, Ill. 


CATALOG— 24th 


Year 


| tion as the Audit Bureau of Circu- 


FCC Extends Date for 


being put before the younger gen- 
eration. 

Advertising, the speaker said, 
really amounts to nothing more 
\than “putting out a message that 
will sell or help to sell a product 
(or an idea,” but the simplicity of 
the fundamental principle has been 
all but lost in the maze of compli- 
cated practices that have developed. 
It is the complicated nature of ad- 
vertising, perhaps, which has laid 
| the industry open to attack, he said. 

The consumer movement, which 
Mr. Carson termed logical, and good 
in itself, was seized upon by “sub- 
versive groups as an opportunity 
for those who live by their wits to 
make a swell living out of it.” The 
attacks, which are “not against ad- 
vertising per se but against Ameri- 
can industry, and an attempt to re- 
make the American form of gov- 
ernment,” would have died of their 
own weight but for the propaganda 
which is being spread by school 
textbooks, he said. “If you don’t 
know what is being taught these 
days under the guise of consumer 
education, you have a rude awak- 
ening in store for you.” He men- 
tioned particularly the books of 
Harold Rugg of Columbia—‘“that 
hotbed of radical education”—and 
of Leland Gordon, of Dennison Uni- 
versity. “Liberty of teaching sounds 
fine,”” he went on, “but it serves as 
a cloak for the same situation that 
prevails in Europe — molding the 
opinion of youth. 

“We don’t want totalitarianism in 
this country, but that is what this 
type of book is leading to. The 
newspapers are to be thanked for 
the fact that Rugg’s books are on 
the way out,” Mr. Carson con- 
tinued. “I know of four cities in 
which newspapers’ editorial efforts 
have resulted in the elimination of 
these books. Their use Is definitely 
not increasing.” 

Consumers Union and Consumers’ 
Research were disposed of in short 
order as “rackets,” because of their 
inadequate testing facilities. They 
are unfair in their criticism, the 
speaker said, citing the Consumers 
Union objection to Sunkist’s ex- 


|;penditure of 4.25 per cent of its 


gross sales for advertising, while 


|Consumers Union spends 24.3 per 


cent of its revenue for obtaining 
new subscribers. 

Mr. Carson declared himself a be- 
liever in the ability of advertising 
and business generally to regulate 
themselves, suggesting, as a possi- 
bility, a group which would func- 


lations does for media. 


Filing Chain Briefs 

The Federal Communications 
Commission has extended the date 
for filing briefs in connection with 
the chain broadcasting investigation 
and the committee report of June 
12 until Nov. 11. Oral argument 
will be heard Dec. 2 and 3 on the 
issues raised in this report. 


Marr Heads Airtemp 


Earl Marr, who became sales 
manager of the heating division of 
Airtemp last November, has been 
named general sales manager of th: 
Airtemp division of Chrysler Cor- 
poration. 


& 


KAUFMANN & FABRY CO 
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The Grocer with the 
tall silk hat 


Mr. McGinnis is the grocer down on the 
corner, a proud and prosperous man who likes to 
wear a silk hat when he goes to church on Sunday. 

Now not many grocers, prosperous though 
they may be, wear silk hats. And even with Mr. 
McGinnis, the hat is merely a symbol of well-being. 
Just as Mr. McGinnis himself is a symbol. 

Mr. McGinnis is not one grocer only, but 
lots of grocers. In fact, he is 46% of all grocers in 
New York City. And what makes him prosperous is 
the fact that he sells from 60% to 70% of all the gen- 
erally advertised grocery products bought in the city. 

What makes Mr. McGinnis a prosperous 
grocer is his trade, of course—54% of all the families 
in the city, the families whose incomes are average 
and above. They are easier to sell. They buy more 
and they buy more often. They are therefore more 
profitable to sell. 

That's why we call them the Profit Half 
of the New York market. And in this Profit Half, The 
New York Times reaches 221,840 housewives week- 
days, 414,180 Sundays—one of the largest markets of 
women reached by any newspaper anywhere. 


If you'd like to see yourself sporting a tall 
and highly polished silk hat, a schedule of advertising 
in The New York Times is a good way to get one. 
We'll be glad to give you all the facts you need. 


Che New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
ADVERTISING OFFICES: CHICAGO + DETROIT + LOS ANGELES + SAN FRANCISCO 
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Program Details 
for Advertisers’ 
Meet Completed 


New York, Oct. 16.—Completing 
the program for its 3lst annual 
convention at White Sulphur 
Springs, W. Va., Oct. 23-26, the As- 
sociation of National Advertisers 
today announced that W. L. Batt, a 
member of the National Defense 
Commission, and president of SKF 
Industries, will discuss the pre-| 
paredness program. Other speak- | 
ers will include Otis L. Wiese, edi- | 
tor of McCall’s, in connection with | 
the session on product standards; | 
and Mrs. Elizabeth Woodward, 
Ladies’ Home Journal, on the rela- 
tionship of the “youth movement” 
to advertisers. 

Others who will share the pro- 
gram spotlight will be A. O. Buck- 
ingham, vice-president, Cluett 
Peabody & Co.; A. E. Marshall, presi- 
dent, Rumford Chemical Works; 
Gordon Cole, Cannon Mills; Carle- 
ton Healy, Hiram Walker, Inc.; 
J. F. Apsey, Black & Decker Mfg. 
Company; J. O. Carson, H. J. Heinz 
Company; D. P. Smelser, Procter & 
Gamble Company; Harold B. 
Thomas, Centaur Company; Allan 
Brown, Bakelite Corporation; Grove 


| tlon 


Patterson, Toledo Blade; Mark Eth- 


ridge, Station WHAS; former U. S. 


Senator George Wharton Pepper; 
Roy E. Larsen, Time, Inc.; Leo M. 
Cherne, Tax Research Institute; 
and Col. Willard Chevalier, Busi- 
ness Week. 


Botsford Adds Two 


California beet sugar producers 
and growers, through their promo- 
representative, Richard Pros- 
ser, have appointed Botsford, Con- 
stantine & Gardner, San Francisco, 
to handle an educational campaign 
in California, using newspapers and 
radio supplemented by motion pic- 
tures and home economics work. 
The Oregon Highway Commission 
also has appointed this agency to 
handle its 1941 drive which will be 
financed with approximately $100,- 
000 from the state gasoline tax. 


Clark Appoints Metro 


Clark Medicine Company, New 
York, has appointed Metropolitan 
Advertising Company, New York, to 
handle advertising for Hermet laxa- 
tive tablets. Valentine M. Spotto 
is account executive. 


Pushes “Short Route” 


The Atlanta-Macon-Jacksonville 
Short Route Association plans to 
raise funds to familiarize motorists 
with the “short route.” W. M. Red- 
mon, Jackson, Ga., is president, and 
T. W. Fisher, Jr., Cochran, Ga., sec- 
retary. 


Boake Carter 
Back on Air for 
United Air Lines 


| New York, Oct. 16.—Marking the 
| first time in the history of aviation 
|and radio that a major airline has 
|sponsored a regular network pro- 
gram, United Air Lines will present 
Boake Carter in a news program, 
beginning Oct. 23. The commenta- 
tor will be aired for 15 minutes on 
Monday, Wednesday and Saturday 
at 8:30 p. m. over 10 stations of 
the Mutual Broadcasting System. 
N. W. Ayer & Son is the agency. 


Texas Takes Opera 


Texas Company will become the 
fourth sponsor of the Saturday 
matinee broadcasts of the Metro- 
politan Opera when it takes over 
the series starting Dec. 7. Begin- 
ning as a sustaining feature of the 
Blue network of the National 
Broadcasting Company in 1931, the 
series was sponsored by American 
Tobacco Company for Lucky Strike 
cigarets in 1933, by Lambert Phar- 
macal Company for Listerine in 
1934 and by RCA Mfg. Company in 


$$$ 


at home 


$$$ 


ciates, takes 
$$$ 


MANAGEMENT 
EXECUTIVES — 


rhis is a suggestion to sellers of raw ma- 
terials, factory or office equipment, insurance, 
advertising programs 


anything management 


executives buy. 

You can get more out of your ad- 
vertising investment in publications they read 
‘more out of your salesmen’s calls 
-by merchandising your story in offices. 
The office is where your prospect as- 
sembles further facts, talks with his asso- 


action. 


Leading national executive-publications 
are 39 to 88 per cent home-read 


with one 


exception, The Wall Street Journal. As many 
as 86 per cent of its subscribers read it in 
their offices at their desks. 


$$$ On top of that, The Wall Street Journal 
is the world’s most economical way of reach- | 
ing active management-executives of com- 
panies with assets of over $1,000,000. 


WALL STREET JOURNAL 
_ 


: 


|B. Kennedy, the first program of 


|for a national hook-up. The new 


| Geller. 


| 


not yet been decided. 


determined, beginning Jan. 3. 


| poration launched a daily five-min- 


INLAND PUBLISHERS HOLD FALL MEETING 


In this group, snapped at the Inland Daily Press Association's fall meeting in 

Chicago last week, are J. K. Hunter, Chillicothe, O., Gazette; W. T. Hageboeck, 

lowa City, la., Press-Citizen; W. E. Beeler, Chillicothe Gazette; and Earl Hitch, 
Ft. Collins, Colo., Express-Courier. 


1936. The number of stations has 


New Twenty Grand Show 


Axton-Fisher Tobacco Company 
will sponsor a new program, the 
nature of which has not yet been 
In 
behalf of Twenty Grands, the com- 
pany will take over the 25-minute 
spot on the NBC Blue network left 
vacant when Nash-Kelvinator Cor- 


ute news program featuring John 
this length to be accepted by NBC 


program will be heard Friday from 
9:35 to 10 p. m. through Weiss & 


Ten Stations for Railroad 


Illinois Central Railroad will 
launch “Cameos of New Orleans,” 
beginning Nov. 3. The dramatic 
sketch will be aired Sunday from 
3:30 to 3:45 p. m. over 10 stations 
of the NBC Red network. Caples 
Company is the agency. The IIli- 
nois Central runs from Chicago to 
New Orleans. 


“O'Neill's” Shift 


Procter & Gamble Company will 
launch “The O’Neill’s,” daily serial 
formerly aired on the NBC Red 
network, on 17 stations of the Co- 
lumbia Broadcasting System Oct. 
21. The program will be heard for 
Ivory soap at 5:15 p. m., in the 15- 
minute spot immediately following 
“The Goldbergs,”’ another Procter 
& Gamble serial. Compton Adver- 
tising is in charge. 


Super Suds Renews 


Colgate-Palmolive-Peet Company 
has renewed “Ellen Randolph,” ef- | 
fective Oct. 7. The daily serial is 
aired from 10:30 to 10:45 p. m. 
over 42 stations of the NBC Red 
network for Super Suds. Benton 
& Bowles is the agency. 


Fitch Adds Stations | 
F. W. Fitch Company has added 


| 25 stations, making a total of 109, 


to the NBC Red network for the 
“Fitch Bandwagon.” L. W. Ramsey 
Company has the account. 


Co-op Show on Mutual 


“I Want a Divorce” will be co- 
operatively sponsored on 33 MBS 
stations, beginning Oct. 18. The 
sponsors that have signed up for 


the program up to the present are | 
C. F. Mueller Company, S. & W. 


Fine Foods, Inc., Holmes Bakery, 
Shefford Cheese Company and Vess 
Beverage Company. The dramatic 
sketch will be aired Friday from 8 
to 8:30 p. m. 


Chesebrough Renews 


Chesebrough Mfg. Company has 
renewed “Dr. Christian,” for the 
1940-41 broadcasting season. The 


|creased the network for 
| Presents” by ten stations, making a 


dramatic program will continue to 
be heard at 8:30 to 8:55 p.m. on 
Wednesday ovér 64 stations of the 
Columbia Broadcasting System. Mc- 
Cann-Erickson is the agency. 


Steelmakers Back 


Wheeling Steel Corporation has 
returned “The Musical Steelmak- 
ers” to the air at the conclusion of 
a summer vacation. The program 
is aired Sunday from 5 to 5:30 p. m. 
over 29 stations of the Mutual 
Broadcasting System. Critchfield & 
Co. is the agency. 


Renews Internationals 


S. C. Johnson & Son, Inc., has 
renewed for 13 weeks the two pro- 
grams broadcast on Stations WBNI 
and WRCA, international short 
wave stations of the National 
Broadcasting Company. “Stars of 
Hollywood,” the Spanish program, 
is aired Friday from 9:30 to 9:45 
p. m., and “Life in Hollywood,” in 
Portuguese, is heard the same day 
from 7:15 to 7:30 p. m._ Erwin, 
Wasey & Co. handles the account. 


Three Enlarge Nets 


Three sponsors have _ increased 
the networks for their programs 
heard on the National Broadcasting 
Company. Anacin Company has 
added six stations to the network 
for “Easy Aces,” making a total of 
51, through Blackett-Sample-Hum- 
mert. Bell Telephone System, 
sponsor of “The Telephone Hour,” 
has added three, making a total of 
90 stations, through N. W. Ayer & 
Son. Philip Morris & Co. has in- 
“Johnnie 


total of 96, through Biow Company. 


WOW Appoints Agency 
WOW, Omaha, has appointed Al- 

len and Reynolds Advertising 

Agency, Omaha, to handle its ac- 


count. 


The Herald-American leads all Chi- 
cago newspapers in Advertising 
Gains. 


SEE PAGE 40. 
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The L. B. Wilson Station 
50,000 watts 
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For the 12 months ending 
«| May I, TIME’s estimated 
st renewal rate on full-year 
subscriptions is 13 %--its 
conversion rate on trials, 27% 
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American Optical Pushes 
Winter Sun Glass Sales 


The American Optical Company, 
Southbridge, Mass., has announced 
promotion plans for extending the 
sun glass season through the fall 
and winter months. Extra-profit 
deals, special packaging, displays, 
advertising and Christmas gift sug- 
gestions are being used for Polaroid 
glasses. 


Two Join Roberts 


| Electric 


Custom Line of 
Radio Sets Is 
G-E Innovation 


Oct. 16.— General 
Company has entered the 
radio market by introducing 
a new custom-built line of instru- 
ments bearing the name ‘“Musa- 
phonic.” The sets will not be sold 
through regular G-E radio distribu- 
tion channels, but will be stocked 


Bridgeport, 


deluxe 


methods, 
Standards of precision and _ in- 
creased tonal fidelity and conveni- 
ence of operation. 

The new line, which is now be- 
ing previewed by the trade as fast 
as sample models are available, 
consists of three _ instruments. 
Prices, which will vary according 
to finish and customer 
ments, 
“Musaphonic” line will be aug- 
mented later by several additions, 
including one super set which will 


boasting more exacting | 


require- | 
range from $50 to $675. The | 


nels and sell direct from the manu- 
facturer to selected dealers was 
prompted by the belief that ordi- 
nary radio and appliance dealers 
are not capable of merchandising 
such a quality line which features 
authentic furniture designs. 


Bochroch to Transitads 


A. R. Bochroch, formerly in 
charge of sales promotion for the 
Collier Advertising service in New 
York, has been appointed manager 


|of the Baltimore office of National 


L & T Advances 


Ed Lasker; Coons 


Leaves Agency 


New York, Oct. 16.—Edward Las- 
ker was today elected first vice- 
president and general manager of 
Lord & Thomas, and L. M. Masius 
vice-president in charge of the New 
York office. The 
appointments fol- 
lowed the resig- 


instead by specialty music shops, combine a frequency modulation Transitads, New York. 


news . ; on nation of Sheldon 
ana pd = dey miei department’ stores, custom-built receiving set with television and R. Coons as ex- 
R : 2y ) any, mnitise - tap es arilities i 

and Hugh Denakar Parker, Balt furniture outlets and interior deco- phonograph facilities. Sanger to Doremus ecutive vice- 

more, formerly with the Joseph "tors. _ G-E’s entry into the deluxe radio) kent Sanger, formerly with| president of the 

Katz agency, have joined the S. E.| The new models differ in many field followed a comprehensive pomasote Company, Trenton, N. J.,|agency, effective 
Roberts Advertising Agency, Phila- respects from ordinary radios | study of the market. The decision | has joined the general accounts di- | Dec. 31. 

delphia. | turned out by mass_ production | to forego regular distribution chan- | vision of Doremus & Co., New York. After gradu- 

ating from Yale 

; “y in 1933 Mr. Las- 

’ P r H HAVE HE N ’ | ker joined the 

eee eee -ee8 }4 sales staff of 


Sheldon Coons 


J. Wix & Sons, 
London, England. 
The following year he became as- 
sociated with the L&T London of- 
fice and in 1935 was transferred to 


New York. In 1937 he was elected 
a vice-president and placed in 


charge of all the agency’s broad- 


casting activities. 
Mr. Masius joined the agency in 
aa 1926, serving first in the New York 
-: Bi and later in the Chicago office. In 
_— 1929 he was named vice-president 
ae and managing director of L&T 
Px - European business, with headquar- 
a D2 ters in London. He returned to the 
e . United States from England only 

* seni a few months ago. 
: Three other changes were also 
announced by the agency: Thomas 
“ae A. McAvity, manager of the Holly- 
i. wood office, has been elected a vice- 
_ a president and will switch to New 
he Yerk, where he will succeed Mr 
Lasker in charge of radio. Norman 
W. Morrell, of the L&T New York 
® ® radio department, will replace Mr. 

{0 IMs last-spendin 
named managing director of Lord 
& Thomas, Ltd., London, succeed- 
ing Mr. Masius. 
\ { Ve AN a Nc { Retiring from Agency Field 
gr Q) V . AAT Y e Mr. Coons is retiring from the 
agency field and will act as per- 
sonal consultant in merchandising 
and management problems to a 
a LK LEDGE 

<4 FO K DG R- DI SP H After serving 12 years with Gim- 
bel Bros. as advertising and 
EVENING EXCEPT SUNDAY director, general merchandise man- 
ager and executive vice-president, 
Mr. Coons joined Lord & Thomas 
¢ $ $ ¢ in 1930. He became successively a 
irgqim an-~ 1 oO vice-president and executive vice- 


McAvity as Hollywood manager on 
small group of non-competing 
president in charge of the agency’s 

MORNING AND SUNDAY 


sales 


Jan. 1. W. B. Fergusson has been 
clients. 

New York office. He was also a 
director in the United States, Can- 
ada and London. 


PHOTOS «05: 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail, Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a phote and we will do the rest 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


BALTIMORE 


HERE THEY ARE... THE TWO MASTER KEYS to Norfolk . . . keys that 
unlock thousands of homes* daily and every Sunday in a market where 
sales are sky-rocketing up and up and up! But don’t take our word about 
this amazing step-up of business here in Norfolk. We've grabbed a handful 
of ‘indexes’. . . they'll give you an idea! Look: Read ‘em— 


§ 


1. UNCLE SAM is spending more than a billion dollars for defense in this 
area . $1,155,747,356 to be exact. 


2. BANK DEPOSITS ... up 10.8% first 9 months of 1940 over 1939. 


, 


3. DEPARTMENT STORE SALES . increased 21% in August and up 
16.9% in September over 1939. 

4. EMPLOYMENT ... in the Norfolk Navy Yard, now over 12,000 and 
headed toward 20,000 soon. Payroll during August was $2,007,000.00—an 
upping of 60.6% over same month a year ago. 


‘BOOM TOWN 


and the short cut to 
the great Baltimore 
market is: 


5. NORFOLK NAVAL BASE and AIR STATION . . employment over 10, 
000 today with payroll well over $1,000,000 monthly. 


6. POPULATION . Norfolk's population increased 10.4% (13,565) for a 
total of 143,275. But you've got to add Portsmouth’s 50,687 and South 
Norfolk's 8,026 for a grand total of 201,988, all within 15 minutes of 
downtown-Norfolk and these were census figures taken before Uncle 
Sam started on his defense program—which brought and is bringing 
thousands of new people here. But, even using these census figures, 

Norfolk's Metropolitan Area totals 320,983 . . . by far the LARGEST in 
all Virginia. 


7. CONSTRUCTION . . . Home and Industrial building is largest in State. 
First eight months show 30.9% increase over same period in 1939. In 
dollars it’s $5,055,072. 


8 LIQUOR SALES .. 


Norfolk, Portsmouth and South Norfolk, during 


August, increased sales 51.64% as compared with statewide increase of 
26.5%. 


* 100,000 newspapers delivered each week 
day and better than 50,000 on Sundays. 
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Sales Mer. Smith 


sees spots before his eyes 


Poor Smitty. 

He's got “Sales Manager's Eyes’. 

He can't look a wall straight in the face without 
seeing a map of the U. S. there. And a Swiss-cheese 
pattern of dots on it. 

Those dots tell Smitty where the business is. 
Where the salesman ought to be. And where those 
printed salesmen known as advertising ought to 
circulate. 

We talked with loads of Smittys before THIS 
WEEK MAGAZINE came out. We found most of 
them got the lion’s share of their business from a 


> 


few big spots on the map. And we decided that, no 
matter what the other magazines did, ours was going 
to concentrate on those busy spots. 

Our circulation map, as a result, makes the Sales 
Manager's favorite wall-paper pattern. THIS WEEK 
MAGAZINE sticks to the 25 key markets that do 
half of all America’s business. And covers those 
markets as thoroughly as the next 4 weeklies, or 
the top 4 women’s magazines, combined. 

Which is probably why 70 national advertisers 
made THIS WEEK their No. 1 Magazine, in the 
first half of 1940. 
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HOW 


MUCH OF CHICAGO’S EXPANDED 


hen you can have| 


S YOUR advertising equal to 
today’s greater selling oppor- 
tunities? Increased industrial 
activity is expanding payrolls and retail 
sales. Half measures in sales promotion are 
no longer adequate. 

To get your share of Chicago’s buying, 
build your program around the Chicago 
Tribune. Thru this one medium... at one 
low cost... you can reach practically every 
prospect in metropolitan Chicago and, in 
addition, hundreds of thousands more in the 
adjacent territory. 

With over 1,000,000 net paid, every day 
of the week, the Tribune delivers on week- 
days from 640,000 to 690,000 more total 
circulation than other Chicago daily news- 


papers. And on Sundays from 240,000 to 


~~ 
FIRST IN VOLUME OF CIRCULATION AND ADVERTISING I] Lyo 


You can close more 
sales at lower cost 
with Tribune advertisin g 


i i oe a att 2 ee, : 


a - . ~ ; * a Pa au 4 i a -* * 
aye ; Ni ol de Tt ee r  ) ae 2 
Spends Ty a Ties ip gees a 
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750,000 more total circulation than other 
Chicago Sunday newspapers. 

Right in Chicago and suburbs the Tribune 
delivers from 490,000 to 500,000 more cir- 


culation on weekdays and from 350,000 to 


440,000 more on Sundays than other Chicago 
newspapers. 

Thru the Tribune you get balanced, mar- 
ket-wide coverage of Chicago. As the only 
newspaper with circulation volume equivalent 
to majority coverage of all Chicago families. 
the Tribune is this market’s basic medium. 
It has far more circulation in every price class 
and income group than other newspapers 

The newspaper of greatest interest (0 
readers produces best returns for advertisers. 
As the newspaper most effective in selling 


its own product, the Tribune is best fitted 


THE WORLD’S GRE 
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YIRETAIL BUYING WILL YOU GET? 


|more, why take less? 


— over 1.0 () 0.0 () () total 


net paid circulation every day of the week 


— on wees trom OAD, O00. O90 == \. 


more than delivered by pm, Chicago daily newspapers 


sy on 40000 7500002 


her 
une 
cr} f/ more than delivered by other Chicago Sunday newspapers _, 
) to 
ago j 

‘ 
nar: 
only F to build more sales for you. expanding buying, pack more power into 
lent Chicago retailers affirm this fact by plac- your selling and get more volume at less 
lies. J ing 65% more advertising in the Tribune advertising cost per unit sold. 
jum. — than in any other newspaper during the first Per 100,000 circulation, Tribune rates are 
class J nine months of this year. General advertis- among the lowest in America. For more 
ers: B ers gave the Tribune a 54% lead during information on how you can increase sales 
t t0 § the same period. in Chicago at lower advertising cost by 
sers When you can have more, why take less? making the Tribune your basic medium, ask 
ling § Your advertising in the Tribune means that for a Tribune representative or consult your 
itted 


you step up promotion to meet Chicago’s 


a 
( 1 nie SERVING CHICAGO FOR NINETY-THREE YEARS 


ATEST NEWSPAPER 


advertising agency. 
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Vol. 11, No. 43 
Some significant comments re- 
garding readership studies in the 


publication field were made at the 
A.B.C. convention in Chicago last 
week by A. O. Buckingham, vice- 
president of Cluett, Peabody & 
Co., and Atherton W. Hobler, presi- 
dent of Benton & Bowles, who ap- 
peared in their capacities of chair- 
man of the ANA and chairman of 
the Four A’s, respectively. 


Discussing the current work 
which is being done in the maga- 
zine and newspaper field to give 


advertisers detailed information re- 
garding the reading habits of the 


|of buyers of advertising agreed on 


the 


American public, these representa- | 


tive users of advertising made it 
clear that they do not regard this 


| present is bringing out valuable in- | 


information as being in any way a | 


reflection on the value of the quan- 
tative data contained 


in ABC re- 

ports. 
They indicated that there has 
been a feeling in some quarters 


that readership studies might tend 
to invalidate or weaken the value 
of ABC figures, but they made it 
clear that the two types of infor- 
mation do not cover the same fac- 
tors, and supplement each other 
rather than provide a_ conflict. 
Hence they argued for more infor- 
mation which will give advertisers 
a better picture of media than can 


| more 


be obtained from a purely quanti- | 


tative study of circulation records. 
It was interesting to note that 
the heads of the two leading groups 


necessity of providing both 
quantitative and qualitative data. 
Just as they consider ABC reports 
essential for the purpose of deter- 
mining the facts on the first subject, 
they realize the necessity of mak- 
ing additional studies 
apply qualitative information to the 
factual data available through the 
circulation count. 

The extension of readership 
studies was predicted by Mr. Buck- 
ingham, who indicated that both 
magazine and business paper 
studies may be made available un- 
der the auspices of the Advertis- 
ing Research Foundation, which at 
formation regarding newspaper 
reading habits through the sponsor- 
ship of the Advertising Bureau of 
the ANPA. Thus it seems certain 
that the base for conclusions re- 
garding how people read advertis- 
ing as well as text will be consid- 
erably broadened soon. 

There seems to be no doubt that 
advertisers and agency executives, 
charged with the duty of making 
advertising dollars buy maximum 
value, will continue to demand 
rather than less information 
about circulations of 
and the readership which those cir- 
culations make possible. That this 
is both a quantitative and a qualita- 
tive job of information and analysis 
seems to be equally clear. 


Organization for Replacements 


The advent of 
with 16,000,000 


registration day, 
young Americans 
registering for possible service in 
the armed of the United 
States, had plenty of implications 
for the advertising field. This is a 
business in which the energy, en- 
thusiasm and ideas of young men 
have always been recognized, and 
hence many within the registration 
group occupying positions of 
importance, ranging from minor to 
major posts in various departments 
The rate at which these men will 
called into will be 
rapid than originally expected, but 
business in general and advertising 
in particular must be prepared for 
the call to duty which will make it 
necessary to replace important cogs 
in the machine. Good organization 


forces 


are 


be service less 


will have made provision for this 
replacement, by insuring the train- 
ing of understudies for those who 
will devote a year or more to the 
service of the nation in its military, 
naval and air forces 


The program of preparing for re- 
placement through a definite plan of 
training understudies for each job is 
not only practical from the stand- 


point of the present emergency, but 


also justifies approval as a 


policy of business. Under 


basic 
such 


rather than by seeking new person- 
nel on the outside. Such a policy 
encourages workers to extend 
to the fullest extent in 
order to qualify themselves for the 
advancement which they know will 
be made as opportunity offers. They 
will have the constant incentive of 
learning more by doing more, and 
will become more valuable because 
of their ambition to qualify for the 
next higher rung on the ladder. 
In too many cases the efforts of 
in the organization have 


themselves 


those now 


been handicapped by a policy of 
drawing on outside talent when 
important new positions are to be 


tilled. Sometimes this is necessary 


and unavoidable; but if a program 


of training with a view to replace- | 


ment from within is followed out, 
it will be possible to put able men 
in line for steady and certain pro- 
motion. Conscription service makes 
this policy one of obvious advantage 
in keeping the wheels of advertis- 
ing moving, regardless of current 
conditions, with scant difficulty 


Tel. Del. 1337. 


in order to | 


publications | 


ai 
program advancements as positions | 
become open are made from within, | 
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"| have been informed by the factory not to expect any new models—armament 
manufacturing, you know.’ 


An “H-H” of a Note 

One of the newer entries in ad- 
'vertising’s dictionary of ailments 
\is making its reappearance this fall 


jin a list of national magazines, 
lafter a lapse of several months. 
“H-H” is the degradation to be 


shunned by alert housewives, ac- 
cording to copy sponsored by North 
|American Dye Corporation, Mt. 
/Vernon, N. Y., in behalf of Bar- 
'rington hand cream. Atherton & 
Currier, New York, is the agency. 
/'To the uninitiated, we explain that 
|\*H-H’ means “Household Hands,” 
that are rough and red after using 
strong disinfectants in hospital work 
or for heavy cleaning in the home. 
|Eye Eye, Sir 

Arguments about what constitutes 
“good taste’ in advertising, we 
|think, usually have about as much 
substance the classical contro- 
versy over how many angels can 
|dance on the head of a pin. We've 
seen too much good, bad and indif- 
ferent advertising in recent years to 
become easily disconcerted when 
somebody challenges the propriety 
of the creative outpouring of some 
copy genius or layout marvel. Thus, 


Here’s an EYE-OPENER 


as 


keira Propet on this 


we took in stride the episode of the 
infant proclaiming he was on a sit- 
down strike until mommie bought 
some Delsey tissue and we didn't 
flutter an eyelash when other “good 
taste’’ storms broke all about us 
But now our peace has been shat- 
tered. Somebody’s using a glass) 
stare to hex us—and we're begin- 
ning to think there ought to be a 
law. There are few parts of 
human body that lend themselves 
less gracefully to Hollywood close- 
ups than the eyes. And, for 
reason we can’t grasp, some adve! 
tising copywriters insist on using 
this device an attention-getter 
Two instances illustrat 
what about. In one 


the 


sor 


as 


current 
we're 


shouting 


Ad-libbing 


case Eye-Gene reproduces a hide- 
ously blood-shot eye and in the 
other, Pertussin imposes the hex 
with the ingenious headline, ‘‘Here’s 
lan eye-opener.” 

This sort of thing ought to be 
|nipped in the bud. Otherwise, we'll 
| sic one of our confidential agents 
‘on the trail of the sponsors of these 
two ads and he'll find out for us 
where they live and what they do 
in their spare time. Then, some 
lovely fall evening we'll set up a 
couple of spectaculars that will hit 


these boys smack between their 
own eyes. We'll get a _ surgeon 
friend of ours to dig up the 


bloodiest picture he can find. Above 
the picture will be a banner head- 
line, “Get the Inside Story!” That 
ought to stop ‘em 


Hooey and Whatzis 

This is third-hand but still good, 
we hope. It’s a story about Frank 
Case, manager of the Algonquin 
hotel in New York, and his venture 
into copywriting. (It comes to us 
from the “William Feather Maga- 
zine” by courtesy of the World Pub- 
lishing Company.) 

Seems Mr. Case wanted to build 
up his patronage from the Southern 
states. A letter to his agency urged 
them to stress the home-like atmo- 
sphere of the Algonquin, and going 
still further, Mr. Case scribbled a 
sample copy specimen. In a couple 
of spots the exact words eluded him 
but he inserted dummy words 
which the agency was supposed to 
replace. They didn’t and this is how 
the advertisement appeared: “A 
gentleman of the South, his wife 
and family will find all the hooey 


and whatzis of a refined home at 
the Hotel Algonquin.” Strangely 
enough, business that season was 
exceptionally good 


Jottings 

The 70,000 
National Dairy 
tion received a 


stockholders in the 


Products Corpora- 
unique enclosure 
with the October dividend 
first-person stories by milk, cheese 
and ice cream salesmen regarding 
their trials and triumphs. The book- 
let bore a foreword by Thomas H 
McInnerney, company president 
The conservative Wall Street 
Journal’s advertising columns re- 
cently carried this copy: “Highly 
recommended young cultured Jap- 
anese speaking some English wishes 
to make arrangements paying 
guest in New York City with Amer- 
an family of similar standing.” 


checks 


as 


« 


“Up to $150 monthly” was offered 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa] 


advertiser or advertising agency 
executive writing on his busin: 

| letterhead. 

No. 1724. Newsweek's Audiences 


and Notes on Linage. 
Newsweek has issued these ty 
brochures, the first being a rep: 
on a new Hooper-Holmes study of 
Newsweek's readers. It covers thei 
incomes, occupations, standard of 


et 


| living—as reflected in home, appli- 


ance and automobile ownership 
and magazine readership. The sec- 
ond brochure provides a record of 
the publication’s linage progress in 
major advertising classifications 


No. 1725. The Tri-Cities—a Pre- 
paredness Market. 
The Davenport - Moline - Rock 


Island market is mapped and an- 
alyzed in this new folder issued by 
the Rock Island-Moline Argus and 
Dispatch. It brings out the current 
activity of the area, due to the huge 
defense program at the Rock Island 
Arsenal, with consequent increase 
of employes, payrolls and building 


No. 1726. How Rural America 
Spends Its Money. 
Curtis Publishing Company has 


issued this booklet, which contains 
highlights from Curtis’ analysis of 
the United States Consumer Pur- 
chase Survey. Figures show the 
percentage of expenditure for va- 
|rious product classifications in the 
}upper and lower income groups, 
and in a tabulation of buying powe: 
indices, Country Gentleman readers’ 
|}average is compared with the na- 
'tional farm average. The booklet 
also contains a circulation record, 
by county, showing the average 
value and average gross income pe! 
| farm. 


No. 1703. Dodie’s Date. 

Dodie the sub-deb is a pretty im 
portant personage in the _ house- 
hold, and Ladies’ Home Journal 
tells why and how in this booklet 
Seems she’s style, brand and ad- 
vertising conscious, and _ further- 
more, she’s a buyer. What the 
Journal is doing about her and the 
market she represents for advertis- 
ers is also brought out. 


No. 1706. The Staff of Stars. 


In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and_ tex! 
present the men and women wh 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists 
over the state who make news | 
Texas agriculture, industry 
politics come alive for Dallas read- 
ers. 


dal: 


ang 


No. 1676. The Great Pacific Coas' 
Market. 

This folder, issued by the Salt 
Lake Tribune-Telegram, discusses 
the Sunday Salt Lake Tribune 
coverage of its market area ane 
shows by means of figures and maps 
how the Tribune’s circulation com: 
pletes the Pacific Coast pictur: 


No. 1708 


In this bulletin, which 
|dressed to its advertisers an 
agencies, The United States \ 
reports on its progress. Th« 
tin enumerates the extra be! 
subscribers through the |} 
tion’s change to magazine 
January 1, and reveals the 
interest shown by increased 
lation and newsstand sales 


Semi-Annual Re} 


No. 1677. WTAG Data. 

Radio Station WTAG, Worceste! 
Mass., has issued this file folder - 
material about its coverage, serv’ 
and audience acceptance. Mars* 
data on population, income an 
penditures are included. 
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ADVERTISING AGE 


peeetete, 
weeees 
— ptteisiets, 
METROPOLITAN SUNDAY NEWSPAPERS, Inc peseatatetaterete, 
2 20 EAST 42nd ST RE E T, N EW YORK . Laer MUrray Hi// 2-/574 pan ere eee e at ae 
a _ ene eat ae 
ee 
oy ee 
erateteetersterets 
BALTIMORE SUN anata Tateterersss.® 
Boston Globe pia ta"ataterecess 
BOSTON HERALD sectetatatererereres 
BUFFALO @ourier-EXPRESS aren en eee ete 
Chicago Tribune ANNOUNCEMENT peeatataterecererere 
Bes Moines Begister For the first time in many years, newspaper publishers renee te atetate” 
Detroit Free Press carrying rotogravure sections are able to announce a boreteserstenersreas 
ntains Detroit News standardization for the handling of colorgravure pro-~ . ©,°,°.%5° 
BS Of duction and costs. 
Pur- MILWAUKEE JOURNAL 
ia | MINNEAPOLIS STARJOURNAL This move makes it possible to properly allocate such 
nN the Minneapolis Tribune charges and, furthermore, it simplifies and centralizes 


‘Oups, : : : P 
tates , : production handling, thus insuring a more efficient and 
iets a ae oe satisfactory printing operation. 
» na- NEW YORK NEWS 
rer * Philadelphia Inquirer Effective January lst, 1941, Metropolitan's colorgravure 
rage Pittsburgh Press rate card will contain the following clause: 

Providence Journal "Negatives and necessary color 

Rochester Democral ana Chronicle separations and color guides 

pace ;, sufficient for each printing plant 
ise- Globe - De t 
mal stale eons on list to be furnished by the 
let ST. LOUIS POST- DISPATCH advertiser." 
St.Paul Pioneer Press 


, , ' A substantial reduction in colorgravure rates will be 
Springfield Union avd Republican announced, which will more than compensate for the cost 
Svmactst. Post -STANDARD of preparation and positives. 


Washington Post 
Washington Star 


This is a decided step forward, in line with other 
developments in the fields of publishing and advertising 
r in the direction of constructive progress. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Ward Wheelock Company’s re-|the NAEA definition of local and | Pearce, Altoona Mirror, that a reinstated war clauses. Keen com. 


Inch Per Column 
Depth Standard 
for Newspapers 


Association 
Start in Direction of 
Standardization 


Chicago, Oct. 15.—Minimum depth 
requirements of newspapers repre- 
sented in the Newspaper Advertis- 
ing Executives Association were 
tentatively established at one inch 
for each column in a _ resolution 
adopted by that organization here 
today, following a report by Col. 
Leroy W. Herron, Washington Star, 
chairman of a committee which has 
been working on the project for 
several years. Col. Herron ex- 
plained, however, that some news- 
papers feel that seven or eight col- 
umn width should be at least 
one-half page deep. The resolution 
as adopted said that broken rules 
shall be based on this 
formula. 

There seems to be some chance 
for misunderstanding of minimum 
depth requirements, however, as 
George M. Burbach, St. Louis Post- 
Dispatch, reporting on a meeting of 
an NAEA committee with one rep- 
resenting the Four A’s Monday 
night, said that the agencies ac- 
cepted the plan of one inch for each 
column without qualification. 


Confer with Agencies 


Mr. Burbach carried to this meet- | 


ing a list of questions propounded 
by newspaper executives, one of 
which referred to frequency dis- 
counts. The Four A’s committee 
took the position that not enough 
experience is available to indicate 
whether or not such a discount 
would help newspapers. 

The agency committee asked for 
standardization of sizes of color 
plates, as well as of color charges. 
The glamor of color is intriguing 
many advertisers, reported to be 
getting sensational results from its 
use. The agencies believe that color 
should be made available in one- 
half pages. They had no specific 
recommendation as to whether a flat 
rate or a percentage system be used, 
but merely asked that the basis for 
color charges be standardized. Dis- 
cussion of the local-national rate 
differential drew the suggestion 
from agencies that cost accounting 
methods be applied to determine 
the varying cost of handling local 
and national advertising. 

The newspaper executives as- 
serted that mewspapers are not 
unique, since the radio differential 
between local and national is also 
growing. The agencies replied, 
however, that national advertising 
in newspapers has gained 300 per 
cent since 1915, while local has 
gained only 100 per cent in that 
period, and the former deserves 
more consideration. 


DOMINANT 


in the 


JACKSONVILLE, FLORIDA 
Trading Area 


>WMEBR 


Jacksonville — basic 
Florida CBS Station 


sWFOY 


Saint Augustine — a 
bonus station at no 
extra cost to WMBR 
national advertisers 


Delivering 11.3% more people 
at 14.3% less cost 


Representatives 
PAUL H. RAYMER COMPANY 
NEW YORK CHICAGO DETROIT 
SAN FRANCISCO LOS ANGELES 


Makes 


general | 


quests for cooperation of newspa- 
pers came in for an airing at the 
meeting between the two commit- 


tees. In the case of the recent Sea- 
gram copy in which newspapers 
were to insert college football 


|schedules, some were reported un- 


| 


able to get the information in time 
to run the advertisement. The ma- 
jority, however, secured the sched- 
ules from their sports departments. 

Mr. Burbach reported that the 
agencies are complimentary over 


|the readership survey of the Bureau 


of Advertising. 

Frank Tripp, head of a committee 
on revision of standards of practice, 
rate definitions and merchandising 
service, reported that the group of 
three could find nothing wrong with 


| general rates, even though it is fre- 
|quently fractured. On the other 
‘hand, the committee felt that be- 
| cause of the many conflicting views 
on merchandising service, it was im- 
practicable for such a small number 
to make definite recommendations. 
|The association accepted the report 
and referred the merchandising 
situation to its board of directors, 
(The Inland Daily Press Association 
| reported this week that it is work- 
ing with agencies on a new defini- 
tion of local and national advertis- 
| ing). 

What was construed by observers 
as a comment on the political bat- 


itle came when the _ association 
|adopted a recommendation of a 
committee headed by 


president of the NAEA shall not be 
eligible for re-election after serving 
|two years in office until another 
year has elapsed. 


How war had affected Canadian 


newspaper linage was told by Her- 
j}man P. Diehl, advertising manager, 
Montreal Star. “Panic buying” by 
consumers following declaration of 
|war depleted stocks and caused a 
'sharp decline in linage, he said. A 
gradual adjustment has taken place 
|so that volume is now near normal, 
| with the exception of insurance and 
|whisky advertising. The loss of 
whisky advertising is being made 
| up in part by aggressive promotion 
i\by brewers, who are reaping the 
benefit of the war psychology. Most 


| petition for labor and a general jn. 
\dustrial boom are present features 
of the Canadian situation. 


How Rates Are Made 


Under the provocative title, “The 
Advertiser Makes His Own Rate” 
Wilder Breckenridge, sales manager. 
Bureau of Advertising, made a plea 
for use of the results of the “Con. 
tinuing Study of Newspaper Read- 
ership” in newspapers’ dealings with 
local advertisers. Many newspapers 
have felt, it was reported, that they 
were merely stirring up trouble by 
|submitting the findings to loca] 
\stores. Mr. Breckenridge’s figures. 
based on preliminary results of 24 
surveys, showed some startling 


Fred G.j|of the insurance companies have | variations of the cost of local adver- 


| NEW FACTS 


_ 

that may well “t 
change your whole 

Sales picture | 


a | 


It will pay you to see NEW FACTS 
THAT MAY WELL CHANGE YOUR 
WHOLE SALES PICTURE, Country 
Gentleman's analysis of the United 
States Consumer Purchase Survey. 
When our representative calls, let him 
show you this important study . . or 
write Country Gentleman Advertising De- 
partment, Philadelphia, Pa., for a copy. 
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‘ tising. In the furniture field, for in- | 7 

stance, one dealer is paying only | in ( @ U es 
R $1.28 per 1,000 for readers, while | 

another is paying $47.97. While this 


cosy decay sat Lafest Menace, 


e necessity of divulging the findings 

na enerally. | 

r, ? The Bureau now proposes to issue Says Space Buyer 

a handbooks by classifications eee | 

\- ing the variations in cost of readers, o - 

i- with expert comment as to why | Lowrie Gives Agency 
th some advertisements fare so much | Picture to Executives 
rs better than others. 

by H. F. Brodie, advertising mana- of Newspapers 

dy ger, Pontiac Press, told of his pa- 

al per’s experience with color and Chicago, Oct. 15.—Advertisers are 
2S, made a vigorous plea for its use in |doing better jobs of merchandising 
24 full pages only. “If it isn’t worth a |than of advertising, G. Victor Low- 
ng page, it isn’t worth color,” he in- | rie, director of media and research, 
T= sisted. |McCann-Erickson, Inc., Chicago, 


told the Newspaper Advertising Ex- 
ecutives Association at a luncheon 
at the Blackstone Hotel today. 
Much of their advertising is directed 
chiefly at influencing dealers, and 
is altogether too thin to have much 
effect on the consumer. Mr. Lowrie 
said that this trend is reaching 
alarming proportions and_ that 
newspapers should give serious con- 
sideration to a frequency discount 
scale which would encourage adver- 
tisers to use adequate schedules. So 
few newspapers have adopted the 
frequency discount plan, Mr. Low- 
rie said, that its merits or demerits 
jhave not been brought into the 
open. 

Mr. Lowrie also pointed to an in- 
;crease in the number of instances 
| where decisions as to media are be- 


ing made by boards of directors and 


advertising committees, so that 
when the agency comes into the 
picture, little remains to be done 


but to select the individual newspa- 
pers to be used with the amount of 
money allocated to that medium. 
Publishers, usually having frequent 
contacts with high executives and 
directors, should avail themselves 
of the opportunity to do some sell- 
ing of newspapers as a whole. 

The space buyer also spoke some 
kind words for the ABC visualiza- 
tion plan, against which the tide 
ran strongly during the sessions of 


the newspaper executives. Mr. Low- | 


rie said that data on relationship of 
circulation to total families in any 
given county would assist the 
agency in buying space intelligently 


Today, the total retail purchases of rural 
" families are twice as great as the retail 
sales in rural* places. 


Today’s average rural family has as much 
* money to spend as the average urban family! 


3. Today’s average rural family has even 
greater savings than the average urban 
family! 


Today’s average upper-half rural family is 

* an even bigger, more important prospect 
for advertised merchandise than the aver- 
age upper-half urban family! 


*The term ‘‘rural’’ in this study refers to towns 
under 2,500 population and adjacent farms. 


OU give your selling dollar tremendous ad- 

vantages in selling the upper-half of »the 
rural field today. First, relatively less competi 
tion makes it the most undersold market in 
the country. Second, upper-half rural families 
have been united by their common interest in 
Agriculture and are, therefore, easy to reach 
through a single magazine. 


Many years ago, Country Gentleman started 
to consolidate the far-flung forces of Agri- 
culture, leading the fight for more scientific 
farming ... better marketing conditions... 
a better way of life for rural families. Today, 
thanks in part to Country Gentleman (and 
proved by the Government Survey) the worth- 
while upper-half of Agriculture is better off 


COUNTRY GENTLEMAN 


New 4-Point U. S. Government Survey Findings Now Prove 
Agriculture Your Widest-Open Market for Profitable Selling! 


than ever before... better off, family for family, 
than the upper-half of urban America! 


Little wonder that Country Gentleman 
reaches its 2,000,000 families with an impact 
no other publication can match. Small doubt 
that this richest market and this most trusted 
magazine form a combination for profitable 
selling that can’t be equalled! 


AGRICULTURE S TOP TWO 


ee — 


MILLION 


and would reduce the number of 
intangibles entering into any mar- 
keting assignment. 

Prior to this address, the news- 
paper men devoted only a few min- 
utes to the ABC project, which was 
described as the old map plan in a 
new dress. Since the newspapers 
have already voted for abandon- 
ment of the map plan, they do not 
even regard the new idea as an 
issue, it was indicated. Only one 
{member raised his voice in behalf 
of the plan, asserting that rejection 
of the map proposal has cost news- 
papers millions of dollars. 


Asks Rate Standardization 


Mr. Lowrie referred in passing to 
| Se ubiquitous national-local rate 
| differential, but laid more emphasis 
|On rate differences among newspa- 
pers of about the same circulations. 
|Advertisers don't understand this 
| spread, he said, and agencies them- 
|selves are unable to explain it sat- 
|isfactorily. More uniform basic 
|rates, preferably at the lower level, 
| would enable agencies to buy more 
|space which would produce better 
jresults which in turn would lead 
|the advertiser to authorize larger 


|;newspaper expenditures. The dif- 
ferential hurts because it induces 
national advertising to go local, 


thus removing it from control of the 
| advertiser and agency. 

| Mr. Lowrie paid tribute to the 
fine work being done by the Bureau 
_of Advertising, ANPA, and said that 
|newspaper representatives, too, are 
in large part abandoning sales tac- 
| tics demonstrated to have had de- 
| structive results. 

To indicate the need for more in- 
formation about the income status 
|}of newspaper readers, Mr. Lowrie 
| said that the best market for wash- 
|}ing machines seems to be the $1,500 
/ bracket. High income families have 
\their washing done by domestic 
|help, while apartment dwellers re- 
| sort to the laundry. 


311 Dailies Carry 
Institutional Copy 


| The institutional campaign to 
‘explain the economic and _ social 
|/importance of newspapers, started 
a month ago by the newly formed 
Newspaper Publishers Committee, 
| headed by Norman Chandler, of the 
| Los Angeles Times, is now running 
in 311 dailies. 

The same message will also be 
carried in smaller space in weekly 
newspapers, beginning Oct. 31. Re- 


gional and state chairmen of the 

committee are canvassing weekly 

publishers for their support. J. 

Walter Thompson Company, New 

York, is the agency. 

American Filter Sold 
Westinghouse Electric & Mfg. 


Company has bought the American 
Air Filter Company, Louisville, for 
approximately $4,500,000. The 
Westinghouse electric filter di- 
|vision of Cleveland will move to 
the Louisville plant. 


Art Exhibit Opens 

Art Center Chicago, Inc., opened 
jits second annual members’ ex- 
| hibition Oct. 17 at its new quarters, 
| 820 N. Michigan avenue. It will 
}continue until Nov. 2. 


Thar’s “Yellow Gold” 
In Thet Thar Market! 


***Ves sir, Mr. Advertiser, 
gold” in the form of millions of pounds 
of tobacco being brought to Winston 
And 


they’re receiving in CASH an average 


“vellow 


Salem from some 20 counties. 


| of two to three dollars more per hun- 
| dred pounds than they did last year. 


| And they’re using this CASH to buy 


the things they need right here in 
| 


Winston-Salem. 


***More than ten million dollars will 
be paid to farmers this selling season 

. adding PLUS purchasing power to 
a market that’s widely known for the 
steadiness of its large industrial pay- 
rolls. ACTIVE Market? You said it! 
JOURNAL AND SENTINEL 


| Winston-Salem, North Carolina 


National Representatives: 
KELLY-SMITH COMPANY 


NBC — Radio Station WSJS — NBC 
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October 21, 1949 


It's “Information 
Please’ from 
Newspaper Men 


Chicago, Oct. 15.—Radio figured 
prominently in the two-day meet- 
ing of the Newspaper Advertising 
Executives Association which ended 
here today. The newspaper men 
paid a delicate tribute to their rival 
by staging their own “Information 


Please” program without benefit of 
transmitters, but in response to 
questions asserted that the Canada 
Dry program’s success is explained 
chiefly by the presence of two 
newspaper writers as regulars. 

The Chicago Tribune’s radio sur- 
vey was introduced by Chesser M. 
Campbell, advertising manager, 
with the suggestion that other 
newspapers could duplicate the feat 
without adding to their overhead, 
despite the fact that the study cost 
$12,000. The Tribune pressed tele- 
phone ad takers into service for the 
check, and thus reduced the actual 
outlay, while getting the finesse of 
women accustomed to business use 


ADVERTISING AGE 


of the telephone. 

The survey was made last March 
on seven consecutive evenings, 
Tribune employes calling 45,423 
homes, of which slightly more than 
38,000 were reached. It found 19 
per cent not at home, 45 per cent 
at home, but not listening to the 
radio and the remaining 36 per cent 
at home and listening to their 
radios. According to the Tribune’s 
survey, Tuesday is the best night 
for radio programs. 

The “Information Please” inter- 
lude saw Don U. Bridge, New York 
Times, acting as master of cere- 


monies. The experts were Forrest | 


R. Geneva, Des Moines Register 


Are you really reaching 
the Pacific Coast Market? 


WASHINGTON 


ORECON 


NO GROUP BUY HI 
AMERICAN WEEKLY or THIS WEEK... 


FOR THIS MARKET 


WYOMING 


AREA... 


COMPLETE 


WITHOUT THE SUNDAY SALT LAKE TRIBUNE 


Here's a blunt fact that no advertiser can 
afford to overlook: The rich, active Salt 
Lake Market Area is a definite part of the 
great Pacific Coast Market 
buys or magazines that cover the coastal 


centers simply do not penetrate into the 


Salt Lake Market region. 


tooo h 


A vast army spending program is now under way 
in The Salt Lake Market Area. 


better business —in a market 


spendable income 


already having four diversified sources of income 


irmy Plans to 
{Supply Depot in 
+War De 
Cites Military 

Value of Regio 


partment 


yet the group 


For example, in circulation. 


Se 


wealth 


This means more 


a plac eon your 


producing three-quarters of a billion dollars new 


(The Sunday Salt 


National Representatives: 
Reynolds-Fitzgerald, Inc. 


S18,000, 000 
Lake Are 


l tah Army Sites Ge 
26.885.000 for 
Ruilding Program 


annually. 
market of 785.97 
$394.513.000. The Sunday Salt Lake Tribune merit- 
“A™ schedules. 


this distinet market area, American Weekly 
total circulation is only 14,925, and This 
Week only 4,584. 
if you want to really cover the Pacifie 
Coast Market. 
Salt Lake Tribune with more than 100.000 
No pre-dates, 


The answer. of course. 


is to include The Sunday 


Retail Busines Ty 
In Mountain p, | 


Dominantly serving a unified 


t people, with a buying income of 


Lake Tribune} 


Color Representatives: 
Member, Associated Weekly 


GATHER AT NEWSPAPER EXECUTIVES’ MEET 


Around this table at the Newspaper Advertising Executives Association meeting 

last week are P. L. Henriquez and George M. Burbach, St. Louis Post-Dispatch 

Guy H. Bullock, Columbus Dispatch; Homer Buckley, Buckley, Dement & Co. 
Chicago; and Harvey R. Young, Columbus Dispatch. 


> 


4 a | 


Milwaukee Journal; J. M. Harding 


In this luncheon group are Irwin Maier, 
E. C. Trowbridge 


Omaha World-Herald; 


and L. H. Brownholtz, O'Mara & 


Ormsbee. 


Cooke Coen, Newspaper Analysis Service; Don U. Bridge, advertising director 
New York Times, and J. David Hogue, general manager, Utica Observer-Dispatch 
at the NAEA meeting. 


and Tribune: Henry C. Jann, Noee, 
Rothenburg & Jann, newspaper rep- 
resentative; H. M. McClaskey, 


Louisville Courier-Journal and 
Times; Don Patterson, Scripps- 
Howard Newspapers, and Frank 


Duffy, Gannett Newspapers. 

Asked for the best source of sales 
personnel, Mr. McClaskey explained 
his papers’ system of hiring young 
college men and starting them off in 
the dispatch room. After three or 
four months they are usually ready 
to make their debut in actual sales. 

Asked as to the effect of conscrip- 
tion on advertising linage, Mr. Pat- 
terson said that it is likely to be 
negligible for some time, although 
some used car dealers have adopted 
the precaution of demanding two 
names on sales contracts 

Radio again came into the lime- 
light with a query as to whether the 
popularity of combination sets is 
not a threat to its prosperity. Most 
of the experts agreed that it is 


Other Queries, Answers 


The use of shopping guides by 
national advertisers caused one ex- 
ecutive to submit a question as to 
its possible effect on the Audit Bu- 
reau of Circulations. The experts 
said that while this was something 
watched, precipitate action 
would be silly. Other questions in- 
cluded 

“What will happen to second pa- 


to be 


pers if the trend toward buying 
only the first continues?’”’ More 
vigorous selling jobs were recom- 


mended by the experts. 

“If newspapers were just starting, 
, would they adopt a flat rate for all 
classifications?” The experts ex- 
pressed the opinion that the big 


buyers will always get the best dea! 
in this imperfect world. 

“Is newspaper promotion uj 
the standard of other media?” Th¢ 
consensus was in the negative, M! 
Duffy entering a dissenting opinion 

Radio's alleged penchant of giv- 
ing agency commissions on_ loca! 
advertising came in for discus 
the experts believing that many 
small agencies are contributing 1 


+ 


radio on this basis. 


~ “THE SOHIO 
PROFIT EXPRESS” 


We've just printed it for 
Standard Oil Co. of Ohio. A 
large, six - page, two - color 
dealer broadside, printed 0” 
heavy 45 lb. paper. It’s a com 
bination of Newscolor an¢ 
DIRECTONE printing. pro 
duced on one. of our high 
speed rotary color presses 

copy is yours for the asking 


Ucwscotot 
DIRECIONE 


SHOPPING NEWS 


Rewsevtor “Division CLEVELAN? 
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Please Post on Bulletin Board 


October 7, 1940 
AN OPEN LETTER ON: 


Herr Schickelgruber Hitler is watching 
America’s reaction to the conscription bill. 
He won't like the news that our young men 
are volunteering for one year’s training at such 
a rate that the first draft’s limit of 400,000 
may be reached before “conscription” starts. 
This will be good news to many men who 
have thought their number might come up in 
November or soon after. Men of conscription 
age with dependents and those over conscrip- 
tion age, especially those of us with jobs pay- 
ing many times that of the enlisted soldier, can 
breathe a sigh of relief —settle back and say 
*T knew we still had that kind of young blood 
in this great country of ours!”’ 

We can — but should we? Will we? Not if 
we are thinking Americans, real Americans . . . 
not if we've in us the kind of stuff this country 
was founded upon. 

We won't settle back and count on those 
youngsters who've volunteered ...and I'l] tell 
you why I know we won't. 

I’ve been talking with a group of men re- 
cently —their average age is 38 —who have 


given me new confidence in the future of 


America. The land of the“free and the brave” 
will always be so! What they are doing as a 
group has given mea thrill far past the news 
that the first Draft may be unnecessary. There 
are about 700 of them... men like you and me 
.go% of them married, about 80% of them 
fathers of one or more children. Their ages 
range between 31 and 45. They're of every 
creed, social sphere and business plane. . 
milkmen, college professors, mechanics and 
salesmen. Doctors, Lawyers (27 of them), Mer- 
chants (and clerks), and C hiefe of every trade 
you can think of... Rich man, Poor man. But 


no beggars or thieves... except, that all of 


them are stealing Time, one evening a week. 


Home 
Defense 


* * 


From seven in the evening to nine-thirty, 
one night each week they meet and they Drill. 
Is there anything so wonderful about that? I 
think so, but to hear some of them tell it, you 
might think there isn’t. You'd agree with them; 
might say, of course it’s good for them to get 
out and get a little much-needed regular exercise 

. meet with an assorted crew of fine fellows 

good Democratic stuff, you might say. The 
sober side of it you'll get from some of the more 
talkative. They'd tell you they’ve been giving 
this present world situation a lot of thought, 
especially sitting at home, reading the news 
paper with the wite and kids in sight. This 
thing going on all around us is no picnic, they 
might tell you—and events have been moving 
pretty fast. It’s a big job our country has on 
its hands, building up quickly a really adequate 
good Army. Of course the 250,000 National 
Guards can be trained in less time than the raw 
recruits— of whom we can only train less than 
a million ina year. They feel pretty good about 
our Navy's strength, our Air Corps training 
program, our nearly 6,000 planes we'll have 


ready in a tew short months... our industrial 
organization's ability to add equipment rapidly. 

But with all this potential strength of two 
million men inside of a year — they still know 
things can happen fast today... that Dictator 
governments might move more rapidly than 
we. But thank God, they'll say, this Democracy 
business works both ways — that though the 
will of the people as a whole is slow to move — 
the very word Democracy implies the right— 
(and the duty) — of the individual to act. 

These 700 Chicago men are part of 15,000,000 
men of their ages—they are the vanguard of a 
spirit asserting itself — to get ready as individ- 
uals, all of us—tor whatever may come...when- 
ever. They are being ably trained by ex-army 
officers — all of them, men and officers, without 
pay— buying their own unitorms. Though half 
of them have previous military experience they 
realize the new streamlined army movements 
can’t be learned pertectly in a year— in only 50 
evenings — but they know that they can feel 
better tor learning something about it. As every 
man enlists another recruit in his Home De- 
fense organization— he feels better when he 
goes home to his tamily. For this bunch of real 
patriots have a “vision” have a Home 
Defense Company ot about 160 men in every 
hamlet, community and suburb in this land of 
ours—and they all hope, as I do, that the chief 
benefits to be gained from it will be to make 
better men of them physically, mentally... 
more truly democratic American citizens...the 
kind that built our nation and will preserve it. 

Chicago is proud to claim the start of this 
movement, and hats off to its prime movers— 
men of our Army and Navy Club, where (by 
the way) you may make application,* 

In doing so you sign nothing binding, your 
uniform cost is only $5.75, you may drop out 
later if you wish—you may not even be accepted 

but if you do get in, sometime when you're 
going through “Right face,” “Column left, 
march” ete.—You can visualize what Herr 
Hitler and Pals will be thinking soon when 
they get the news that it doesn’t take a Dicta- 
tor,a King—or evena President or conscription 
to get Americans — you and millions like you 
to train for our Home Defense... that in 
America, when the need is here, the People do 
things themselves. That, you can remind your 
self, is another darned good reason for being 
proud you're an American, 

The National Home Detense offers you an 
easy way not to just admire the spirit of the 
“other fellow.” 


(Signed) —An American Citizen, age 37, with 


a good job and two children, who's glad he has 


joined the N. H. D. 


First and Second Regiments are new drilling on Friday nights at Stagg Field House of University of Chicago and at Loyola 
University. Applications may be had at Army and Navy Club, 15th floor, 600 S. Michigan Avenue. Responsible parties in 


other towns and cities interested in starting units may correspond with the Army and Navy Club, Chicago 


Extra reprints of this page may be had through Collins, Miller & Hutchings, 207 N. Michigan Ave., Chicago. Telephone Franklin 


' interest of Home Defense by 


Space contributed 


Cots, MILLER & HUTCHINGS, INC. 


CHICAGO PHOTO-ENGRAVE 
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Horrors! 


To the Editor: There will be hell 
to pay up at Mud Lake if the game 
warden catches either of these lads 
going after fish with a gun, 12 gauge 
shot or otherwise. 

They can fire the old blunderbuss 
at the wild ducks mentioned in 
Paragraph 1 to their hearts’ content 
—provided the mallards are in sea- 


son. | 


Who wants to fish in Mud Lake, 

anyhow? 
EVERETT EMERSON, 

The Tobacco Record, New York. 

[Editor’s note: Mr. Emerson re- 
fers to a cut of a Northwest Airlines 
advertisement reproduced in ADVER- 
TISING AGE last week, which invited 
a duck hunter to grab his gun and 
a plane and come up to Mud Lake 
to take a shot at the mallards. But 
ADVERTISING AGE’s sports editor un- 
happily tagged the advertisement, 
“a letter from one fisherman to an- 


Voice of the Advertiser 


This department is a reader’s forum. 


EARLY BIRD 


| Ser wenthy » 


me 


a at St i oh Sa, Mae 


other.” As a result, we have de- 
moted him to the job of experting | 
the season’s football games, so that | 
any dumb stuff he pulls will seem 
natural. ] 

. 3. FF | 


Horrors (Con’t.) 


To the Editor: As one advertis- | 
ing man to another and a devotee | 
of the art of fishing, would you 
kindly tell me in what stream I 
could expect to find mallards and 
what type of bait is used to snare 
this finny specimen? I have been 
a follower of Isaak Walton’s favor- 
ite sport for these past 35 years, 
and although it has been my pleas- 
ure to tell many fish stories about 
the “one that got away,” I have 
never had the pleasure of lying 


|tiser to give 


This advertisement, featuring the new 

"Miss America,” appeared just about 

the time that news of the model's selec- 
tion was being released. 


prior to the selection of Miss 


Frances Burke as “Miss America.” | 


Timely as that was, additional 
point is given by the fact that 
Scholler Bros. was the only adver- 
Miss Burke feature 
space up until the time of her selec- 
tion as “Miss America.” Until her 
choice, Miss Burke, a newcomer as 
a model, is reported to have posed 
for but four photographs—two of 
which were for Scholler Bros.; and, 
no other advertiser had the fore- 
sight to feature her. 

The Scholler photographs were 


about a mallard! 

I would deeply appreciate any 
information you can supply about | 
the habitat of this member of the | 
fish family. 
J. EARL Exper, 
Sears, Roebuck & Co., Chicago. 


~ @ 


Screwball Stuff 


To the Editor: Referring to your 


story about the proposed New York | 


City tax on advertising signs and 
displays in stores, and your edi- 
torial, “Screwball Stuff,” no time 
should be lost in securing a settle- 
ment of this question. 


If lawyers for the advertisers say | 


that the law as written does permit 
New York City to include these 
types of signs within the authority 
originally thought to have been 
granted only for billboards and 


similar large-scale outdoor adver- | 
tising, every advertiser immediately | 


should communicate with all of the 
New York City councilmen, urging 
a quick amendment to the law to 
exempt the signs and_ displays 
placed on retailers’ premises. 

The proposed tax of $1 to $6 in 
most cases would exceed in value 
the advertising itself. 
pancy law, under which this new 
impost is being levied, probably 
neyer intended taxation of small 
signs and displays within retail 
stores, and the only way to insure 
the proper intent of the statute is 
to clarify it by an amendment. 

Utility companies, more vigilant 
than advertisers, were able to secure 
exemptions to prevent the taxation 
of their conduits, but the advertis- 
ing profession was asleep. 

J. B. MILcraM, 

Advertising and Merchandising 


Manager, John F. Trommer, 
Inc., Brooklyn, N. Y. 
y,vy 


Another Early Passenger 
on “Miss America” Train 
To the Editor: The enclosed ma- 


terial may be of interest to you in 
that it represents a 


of Miss Frances 
America, 1940.” 
The engraver’s 
advertisement run 


Burke, “Miss 


proof is of an 
in September 


(in most cases) just a few days|Oct. 6), we've received orders for | 


nation-wide | 
“scoop” in the use, in advertising, | 


made in July; the timing of the 
first appearance was—well, just a 
“hunch” we had. 
D. P. ROSELLE, 
Director of Copy, R. E. Love- 
kin Corporation, Philadelphia. 
v v v 
Bouquet 


To the Editor: I should like to 


|express my compliments on the fine 


|job you did with the “Pinesbridge 
Turkey” story. 

It’s one of the most fascinating 
articles of its kind that I have ever 
read. 

Couldn’t you ferret out more such 
i\things for us? My prediction is 
ithat a continuing series of intimate 
stories like this would be a miracu- 
lous circulation builder. 

MILeEs KIMBALL, 

President, Miles Kimball Com- 

pany, Oshkosh, Wis. 


7, VF 


| Advertising Still Pays 


| To the Editor: We're enclosing a 


‘reprint of an ad which we're run- 


ning in a current issue of a trade 


/magazine. We “advertised” this 


‘piece of copy before publication— 
The occu- | 


- A transcontinental mot 


-_ treght system serving over 
so 34 states 


FREIGNTWAYS. 


sending a reprint to all our sales- 
;men, who in turn showed 
| customers. 


Letters are welcome. 


it 7 THE BRANHAM CO., National Representative 


|apolis; also, Durkee Famous Foods, 
|Elmhurst, L. I, N. Y., and many 
lother numerous accounts, in the 
|territory of Mississippi, Louisiana, 
| Arkansas, West Tennessee, and cor- 
|ners of Missouri, and we really have 
|distribution on their merchandise, 
| additional copies from shippers who | #5 manufacturers’ sales agents in 
‘want their shipping departments | this particular territory. 
| informed. Now, due to the poor representa- 
| Who was it who said that pub-| tion given by the average broker, 
lication advertising wasn’t “lasting” with the exception of Memphis, we 
in effect and use? feel quite perturbed relative to your 
| Our best regards to fine | article, which appeared in your 
 eanmeeeliia: issue of Oct. 7, as you evidently did 
not have the correct information 
concerning the manufacturers’ rep- 
resentatives and sales agents of 
this area. 

We would thank you to acknowl- 
|edge our letter and to discuss with 


your 


GRANT GORDON, 
Advertising Manager, Freight- 
| ways, Salt Lake City, Utah. 


7, FT F 


But Mr. Bruton, We Just 
Reported the Findings 
To the Editor: We take exception | the various different territories. 

to the report of the Scripps-Howard | J. M. Bruton, 
survey in your issue of Oct. 7.| J. M. Bruton Company, Mem- 
There are a certain number of phis. 
brokers in Memphis who do contact) P. S. 
only the trade in Memphis. How- |an outlying market? 
ever, we think we are due an apol- our principals. 
ogy from the ADVERTISING AGE, as v,vwey 
we represent such national manu- | Now It’s Razor Blades 
facturers as Shefford Cheese Com- | ‘ 

pany, Green Bay, Wis.; Durkee | Pasted to Advertisements 
Famous Foods; Oleo, Chicago; P. T. | 
George and Company (which 
Kingan and Company), 


Please 


Indian- 


| 


of ad in which we thought yoy 
might be interested for we believe 
it represents the first time that an 
actual sample has been distributeg 
by means of a newspaper ad. 
These ads are to be featured 
throughout the Middle West in sma}] 
town papers. 
P. M. LAyYMon, 


Sales Manager, World’s Prod- 

ucts Company, Spencer, Ind. 

[Editor’s Note: Mr. Laymon sends 
us a copy of the Spencer World in 
which an advertisement for Twenty 
Grand razor blades includes an 
actual sample package pasted to the 
advertisement. In the sense that 


‘razor blades are small enough to be 


|our principals, or the First National | 
Bank of Memphis, our contacts in | 


“sampled” in this way, Mr. Lay- 
mon’s claim to a first is probably 
true, but samples of material have 
been pasted to newspaper advertise- 


|ments for several years. 


A rage of swatches in newspaper 
copy broke out in 1934 and was 
dutifully reported in ADVERTISING 


Have we ever neglected | AGE at that time, along with the in- 
ask |formation that publications entered 


as second class matter are not sup- 
posed to contain samples of mer- 
chandise. The Post Office has never 
changed this stand, but on the other 
hand neither has it ever taken act- 


To the Editor: Enclosed you will |ion against any second class pub- 
is | find a copy of the Spencer Evening | lication which has carried swatches 
World which features a new type or samples.] 


at ONE BILLION dollars. 


$183,000,000.00! 


NBC RED NETWORK 


WMC—MEMPHIS 
KARK—LITTLE ROCK 


With the ink not yet dry on the| 
issues of 16 business papers issued |magazine covers (publication date | 


The latest surveys show tremendous business gains 
for the rich Mid-South market. Formerly assessed 
| at a half billion dollars valuation, the wholesale 
| trade volume of the Mid-South is now established 


Cotton alone provided residents in the Memphis 
trading area with a cash income of more than 


Why not take advantage of this doubled buying 
power? Give these 399,540 enriched radio homes 
your sales message over WMC, the pioneer radio 
station of Memphis and the Mid-South. 


MEM PH 


OWNED AND OPERATED BY 


THE COMMERCIAL APPEAL 


5000 WatTTs Day 
1000 WATTS NIGHT 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
KWKH -KTBS—SHREVEPORT 
WSMB—NEw ORLEANS 
WJDX—JACKSON, Miss. 
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FOR TALL MEN | 


| 


~4 


as 


| 


>manufacturers 
of various kinds of 
merchandise for men 
who are 6 ft. TALL 


(and over) 


Because it has been well known for years that tall men 
are always able to find their size in virtually all styles 
of shoes at our stores. we have had a great deal of con- 
tact with men whose height is six feet or more. Through 
thelr regular visits, we have come to know many of 
them well. and they have often told us of difficulties 
which should not exist in these modern times! So many 
things are made periectly lor people of medium height. 
but often without proper thought for “six-footers™ ... 
shirts. socks and other articles of clothing. beds and 
bedding. tables and other furniture. auto and theatre 
seats. doorways and staircases. bathtubs. etc. We be- 
lieve it is high time something was done about it! 


Hence the formation of the “Six-Footers” Club. which 
consists of the many six-locters among our customers. 
plus any other six-focters who wish to join without cost 
or obligation of any kind. We shall shortly be publish- 
ing a bulletin which will contain brief information 
about merchandise. etc. suitable for “six-looters” and 
will tell where it may be purchased! We invite many- 
facturers of all kinds to send in items for tree publica- 
tien in this bulletin — which will be available tree tor 
“six-looters”, at our 20 stores. We particularly request 
brief facts about items resulting from carelul study of 
the six-looters’ needs — 


for example... 


...We are now introducing «a new series of shoes. 
which we have called “Longiellows”; they are NOT just 
large sizes of a regular line—but are actually designed 
especially FOR large sizes! They make the feet look 
Smaller end Smarter — instead of causing them te ap- 
pear Pp ly big. Furth the new basic 
construction and the leathers in these shoes assure 
qreater strength. combined with Dexible comfort. They 
leok much better, fee] much better, and stay smart 
much longer! With no less than 10 styles to choose trom. 
and sizes 12 to 16 in six widths. AA to E. they are med. 
erately priced at $8.65. “Longiell * are 

now at one of our stores. (128 w 42nd St.) That is the 
kind of genuine news trom manufacturers of all other 
types of merchandise for tall men. that we will treely 
publish in the “Six-Footers’ Club News”. 


Send all news of in- 


terest to tall men, to— Men 
“$1X-FOOTERS' CLUB” 253 
Papo ae 128 W. 4204 St 
Omen Evenings enti 10 
Adler Shoe Stores, New York, is not 


only making a special type of shoes for 
big men with feet in proportion, but as 
this newspaper copy reveals, is also 
planning to keep them informed of sim- 
ilar activities in other lines. Raymond 
Levy Organization is the agency. 


Parents, Children, 


Targets of Dairy Copy 


“Persuade by Example... Drink 
Milk Yourself!” and “Drink Milk 
Instead!” are slogans being used by 
the St. Louis Dairy Council, in a 10- 
week series, aimed at both parents 
and children, which began in St. 
Louis newspapers Oct. 1. Anfenger 
Advertising Agency, St. Louis, has 
the account. 

The display advertisements, 
which appear twice a week, also 
feature the importance of calcium 
in milk. 


Morin Advanced 


Charles Morin, formerly sales 
manager for KSFO, key station for 
the Columbia Broadcasting System 
in northern California, has been 
appointed assistant manager of the 
Columbia offices in San Francisco. 


To “Popular Science” 


Charles R. McLendon, formerly 
city editor of the New York Herald 
Tribune, has been appointed editor 
of Popular Science Monthly. 


ENGRAVING COMPANY 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


@ WET PROOFING on Four Clay- 
bourn Automatic 4-Color Proofing 
Presses 


@ DAY AND WIGHT SERVICE 
gS 


| 
| 


oh 
wh 


Gaines Dog Food Plans 
Advertising Expansion 


Gaines Dog Foods, Sherburne, 
N. Y., which has just opened a new 
plant at Chicago Heights, Ill. is 
planning substantial increases in 
its advertising for 1941, several new 
media being under consideration, 
according to Walter E. Armstrong, 
general manager. 

Besides using page space in many 
business papers the dog foods are 
being advertised in 14 national pub- 


Radio Artists 
and Nets Sign 
3-Year Contract 


New 


York, Oct. 


15.—The possi- 


The inclusion of commercial pro- 
grams in the pact came as a sur- 
prise, for earlier negotiations had 
concerned only the sustaining con- 
tract which expired amid strike 
threats Sept. 12. The commercial 
code, which was to have expired 
next February, was renewed with- 
out change except for the addition 
of one provision calling for an up- 
ward adjustment in wage rates if | 
the cost of living index climbs 10) 


| American Association of Advertis- 
ing Agencies, represented by the 
chairman of its radio committee, 
Leonard Bush of Compton Adver- 
|tising, acted for air sponsors in re- 
newing the commercial code. 

The three-year pact is subject to 
ratification by AFRA members in 
Chicago, Los Angeles and San Fran- 
cisco. Their approval is considered 
'certain, for a basic increase of 10 
per cent in the sustaining scale was 


bility of a strike 
| performers during 
years was virtually 


invo.ving radio 
the next three 
eliminated here 


points by Dec. 15, 1942. 
The all-inclusive agreement was 
negotiated by William H. Davis, 


gained. The networks also agreed to 
a licensing system for their artists 
bureau. 


lications, including Better Homes & 
Gardens, Collier’s, Field & Stream 
and Hunting & Fishing. 


last night when a_ surprisingly |chairman of the State Mediation —— 
‘broad agreement covering both | Board, between the American Fed-|Weqq Promotes Gratf 
Waterbury Sales Head |commercial and sustaining pro-|eration of Radio Artists, the Na- g 


Vega Airplane Company, Bur- 
bank, Cal., has promoted Otto P. 
Graff to manager of the parts sales 
and customer service divisions. 


Mahoma is buying 


*From Monthly Review of 


fi |stams was negotiated by represen- 
its | tatives of sponsors, networks and 
| the union. 


tional Broadcasting Company, Co- 
lumbia Broadcasting System and 
Mutual Broadcasting System. The 


Philadelphia, has appointed C. 
Waterbury sales manager of 
mouth specialties division. 


Agricultural and Business | 
Conditions, Tenth Federal : 


24.5°* MORE LUMBER 


Reserve District. 


15.1%* MORE AUTOMOBILES 


14.1%* MORE DEPT. STORE ITEMS 


12.8%* MORE FURNITURE | 
10.9%* MORE 
CLOTHES 


8.3%* MORE 
HARDWARE 
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THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE Express ®* WKY, OKLAHOMA CITY * KVOR, COLORADO 
Sprincs * KLZ, DENVER (Under Altiliated Mgmt.) * REPRESENTED BY THe Katz AGENCY, INC. 


OKLAHOMA 
SALES WITH ADVERTISING 
IN THE OKLAHOMAN « TIMES | 
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THE PEOPLE 


Kenneth K. Stowell and his Associates live and work in the atmosphere of 
good taste HOUSE BEAUTIFUL reflects. Their experience and practical 
guidance is a guarantee of HOUSE BEAUTIFUL’S character and quality. 


RALPH SARGENT BAILEY 


in shirtsleeves . .. For ten years Ralph Bailey has been on this editorial staff, con- 
cerned with a readership that likes HOUSE BEAUTIFUL’S guidance towards finer 
home life. Managing Editor, he’s Gardening Editor as well, a dirt gardener of no mean 
achievement, and builds pine furniture with his own hands. 


FRANCES TAYLOR HEARD 


A beloved expert in the home furnishings field. Her soft southern voice tells manu- 
facturers and merchandisers the unvarnished truth. Knowing they can count on her 
authority, taste and truthfulness, they love it. There’s a reason why silversmiths have 
her setting exhibition tables for them constantly. Manufacturers consult her fre- 
quently on designing modern kitchens and on household equipment. Part of that 
knowledge she acquired at GOOD HOUSEKEEPING, part during eleven years at 
HOUSE BEAUTIFUL—the final part in running her own household. 


MARGARET FULLER Merchandise Editor 


She started in the home furnishings field as a stylist with Jordan Marsh Company 
in 1927. In addition to her work as a stylist she became head of the decorating 
department, and had charge of all the store’s decorated rooms, and decorated and 
budgeted houses. Later she styled and merchandised the line of F. Schumacher & 
Company, manufacturers of decorative fabrics. In June, 1937, Margaret Fuller 
came to HOUSE BEAUTIFUL. Our famous exhibition houses at Radio City— 
Bride’s House and the Ivory Washable House—owe much of their success to her. 


SUZANNE GLEAVES Associate Editor 


She writes so many words a month for HOUSE BEAUTIFUL that she’s begun to 
sound like an Underwood, Under her writing wing are various important editorial 
categories of HOUSE BEAUTIFUL: inspirational stuff on homemaking . . . those 
hunger-and-thirst-provoking FOOD AND DRINK pages. She’s an inveterate traveler 
. .» her travel articles are autobiographical, She was with HARPER’S BAZAAR 
from 1929 till 1933 when she married and came to us in the same breath. 


STANLEY C. SCHULER Assistant Editor 


7 a He handles the intricate housing and building pages of HOUSE BEAUTIFUL, and 

ins is always knee-deep in drawings and photographs for HOUSE BEAUTIFUL’S 
BUILDING MANUAL. He knows his insulation, electrification, and amortization. 
a His experience as a McGraw-Hill technologist stands him in good stead. 


JOSEPH C. JONES Art Director 


He breaks tradition by not being temperamental about his art which quietly speaks 
ee for itself from HOUSE BEAUTIFUL pages, Has worked with important advertising 
fee ezencies, and has the editorial feeling too. 


CONTRIBUTING EDITORS 


GARDENING ¢ Mrs. Jay Clark, Jr. Has been contributing practical, 
¥ precise garden articles for a long time to HOUSE BEAUTIFUL. Has done memor- 
i able things in her New England gardens. Contributor to garden encyclopedias. 


Managing Editor 


Associate Editor 


FOODS + Mary Grosvenor Ellsworth. In a big old-fashioned New 
England kitchen, she ties on an apron and goes to it. That’s why her cooking lore 
has so much freshness, So successful were her HOUSE BEAUTIFUL articles that 
they were published last year under the title “Much Depends on Dinner” 


ARCHITECTURE ¢ Eugene Raskin, A.1.A. Expert in building and the 
science of materials. Lecturer, Columbia University’s School of Architecture. Gives 
HOUSE BEAUTIFUL families answers to building and modernizing questions. 


THE DOG SHOW «+ Mary E. Scott HOUSE BEAUTIFUL’'S alert Kennel 
Editor has spent five years in magazines introducing good dogs to appreciative 
families. Have you seen DOG TALK—her news service to kennels? 


And these Editorial Aides . . . Amy Freeman, well traveled merchandiser . . . 
Patricia Guinan, enthusiastic and successful WINDOW SHOPPER .. . Marion 
Gough, our BOOKLET SHELF informer . . . Louise Oliver, Mrs. Heard’s mer 
chandising girl Friday ... Rinalda Holmes, our wizard in “make-up” 


. 
Quality at 
HOUSE BEAUTIFUL’S ANSWp 
- EVER-EXPANDING | q} 
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Kenneth K. Stowell 


Editor 


Became editor of HOUSE BEAUTIFUL in 1936, after a dis 
tinguished career as architect, as professor of architecture 
and as editor. During his years with HOUSE BEAUTIFUL it 


has had its greatest growth in prestige, readership, and adver 


lising patronage. * Before 1936 he was in editorial charge ° 


Architectural Forum and later, editor of American Architect!’ 


Architecture. His vital concern in the ideas and things thal 


make a house a home springs from his own deep interest '" 
home life. There are two adoring daughters at his home 


Bronxville. 
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wR TO THE DEMANDS OF AN 
ITY HOME MARKET 


THE POLICY 


A Statement by the Editor 


In keeping with the trend to give quality at lower cost, value at a proper price, not extravagance — quality 
House Beautiful reduces its price from 35e to 25e. attuned to use and purpose .. . 

HOUSE BEAUTIFUL serves the ever-expanding group FAMILIES that plan their expenditures for their 
which constitutes the quality home field. homes to fit their desires—and their purses: a contin- 


uous, ever-active process S 


To serve this larger readership, HOUSE BEAUTIFUL 


increases tts editorial activity...augments Us staff... 


HW ho are these people? 


FAMILIES whose chief interest is in the home, 


in its comfort, convenience and appointments . . . broadens its editorial appeal ... provides more pages, 


FAMILIES interested in down-to-earth, practical more features, more color, more illustrations, We are 


already assured that HOUSE BEAUTIFUL’S publish- 


ways of making their homes more fitting environments : ; 
ing policy will add to its established prestige and in- 


for the upbringing of children in the best of the Ameri- 


nr rep “> afe serfs ee . rica s i »ssive ( ilies. 
can way of life -, crease US USE fulne ss to America's progresstve famili s 


FAMILIES interested in quality—dquality of de- 4 Sa — ff 
ot geeny—arey ey ya Come 


sign, material, craftsmanship— quality that represents 


THE PAY OFF 


HOUSE BEAUTIFUL’S circulation is zooming... Bonus circulation for you. 
HOUSE BEAUTIFUL’S market is expanding .. . Bonus sales for you. 


HOUSE BEAUTIFUL’S cost per thousand circulation, now lowest in its field, will reach an even lower 
figure because — DESPITE ADVANCING CIRCULATION, NO IMMEDIATE INCREASE IN ADVER- 
TISING RATES IS CONTEMPLATED. 


Cash in on this progressive policy. Profit by HOUSE BEAUTIFUL’S editorial enterprise .. . the pulling 
power of its practical pages. 


Use HOUSE BEAUTIFUL, First in the quality home field .. . First in bridal promotions — THE GUIDE 
FOR THE BRIDE and THE BRIDE’S HOUSE .. . First in building promotion — THE BUILDING 
MANUAL .... First in garden promotion — THE PRACTICAL GARDENER . . . First in Peak Interest 
Publishing ... First in circulation growth in its field — new high with November issue — over 240,000. . 
First in results to advertisers who fully use its merchandising power. 
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Capture this broader market through HOUSE BEAUTIFUL’S planned promotions. Use the “best buy” 


rest it in the quality home field! 


me il 


Write, ‘phone or wire our nearest office: 


New York: 572 Madison Avenue 


Chicago: 919 North Michigan Avenue 
Detroit: General Motors Building 
Cleveland: Leader Building 

Boston: 1132 Park Square Building 


Atlanta: Rhodes-Haverty Building 


. 
} 


‘m 


San Francisco: Hearst Building 


= THE LEADER OF THE 
QUALITY HOME. FIELD 
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ADVERTISING AGE 


October 21, 1949 


Outside Views 
of Newspapers 
Run the Gamut 


Advertising Executives 
Hear Diverse Views at 
Annual Meeting 


Chicago, Oct. 15.—Both severe 
criticism and warm praise were the 
portion of the country’s newspapers 
from speakers representing the out- 
side viewpoint at the meeting of 
the Newspaper Advertising Execu- 
tives Association here yesterday 
and today. H. B. Van Valkenburg, 
sales manager, Sears, Roebuck & 
Co., Chicago, reported on results of 
a survey conducted among 100 de- 
partment store advertising mana- 
gers, who found newspaper local 
salesmen guilty of all the sins in 
the decalog, plus a few original 
ones. Ben Wood, an ex-newspaper 
man now managing director of the 
Tea Bureau, New York, chided the 
newspaper executives gently for 
abandoning their traditional leader- 
ship in research and promotion, 


while D. D. McMahon, sales man- 
ager of George Nettz & Co., auto- 
mobile dealers of Dixon, IIll., proved 
such an enthusiastic exponent of 
newspaper advertising that he re- 
ceived several offers of jobs. 


Views of Ad Managers 


Mr. Van Valkenburg said that 
individual opinions are virtually 


| useless, so he attempted to secure 


the consensus of 100 leading depart- 
ment store advertising men. The 
net of this survey was that few 
newspaper local solicitors have any- 
thing to say and when they do, take 
too long to say it. Instead of mak- 
ing a serious effort to assist the de- 
partment store advertising manager 
in grappling with the problems as- 
sailing him, the vast majority of 
local space salesmen or contact men 
rely on wise cracks, theater tickets 
and golf games to keep the a. m. 
happy. His secretary is the object 
of tender solicitude, according to 
the majority report, as made by 


Mr. Van Valkenburg, and she could | 


eat lunch daily at the expense of 
the salesmen. 

Most space salesmen bring in ad- 
vertisements which ran in compet- 
ing papers and want to know why 
they didn’t get them; they seldom 
present merchandising ideas; they 
rarely inquire about the results of 
advertising used in their papers; 


they use linage figures too lavishly, | 


and in case of need, are not above 
juggling them to prove a point; 
they fail to check on store display 
or salesmanship of advertised goods, 
etc., etc. 

Positive suggestions from Mr. 
Van Valkenburg’s correspondents 
included the following: When linage 
figures are broken down properly, 
they make valuable ammunition for 
advertising managers; the contact 
man can help by explaining store 
problems to top executives on the 
newspaper who perhaps can assist 
in their solution; he can also make 
himself useful by seeing that ad- 
vertisements receive good composi- 
tion; layout ideas are always wel- 
come; the contact man can pick up 
ideas from other newspapers on his 
exchange list and pass them along; 
suggestions as to seasonable prod- 
ucts which should be advertised are 
always gratefully received, as are 
those which are given special in- 
terest because of the weather. 


Wood Appraises Past 


The advertising manager likes to 
know of special newspaper promo- 
tions designed to bring more people 
into his city; he likes news of 
national campaigns for tie-up pur- 
poses; he likes news of other local 
stores, and he loves studies on buy- 
ing power of the community. 


Building Permits 


DOUBL 


n NASHVILLE 


In the first 6 months of 1940 the value of 


building permits in Nashville exceeded 
the total for 1939. 


While commercial expansion repre- 


sents a generous share of this upsurge, 


the news that residential construction 


is up 100% indicates for the advertiser 
an expanding market of able-to-buy 
customers. 


Of the 241,318 persons in metropolitan 
Nashville—96% are reached by these 
newspapers. 


Nashville L 


EVENING 


SELL os 


NASHVILLE TENNESSEAN 


MORNING 


SUNDAY 


For detailed information write NEWSPAPER PRINTING CORP., Agent, Nash- 
ville, or the nearest office of our representatives—THE BRANHAM COMPANY. 


HAPPY FACES AT NEWSPAPER MEETING 


Business apparently is good and getting 


better as the Advertising Age photog- 


rapher catches newspaper advertising executives in happy mood at their Chicago 


meeting. 
director, Scripps-Howard Newspapers; F. 


In this picture, left to right, are: Don Patterson, national advertising 


P. Bohn, Chillicothe, Mo., Constitution- 


Tribune; James Todd, Moberly, Mo., Monitor-Index and Democrat; and C. E. 
Watkins, also of Chillicothe. 


D. A. Lundgren, Clinton, la., Herald; D. 
Van Valkenberg; and Chesser 


approaches, he apparently made them happy in the telling. 


Although H. B. Van Valkenberg, sales promotion manager for Sears, Roebuck & 
Co. (third from left) told the newspaper men of numerous flaws in their sales 


In this group are 
A. Nightengale, Chicago Tribune; Mr. 
Campbell, Chicago Tribune. 


Mr. Wood said that 1915-25 was 
the age of virility in the United 
States; 1930-40, the age of change, 
and from 1940 to an unknown date, 
the age of opportunity. While news- 
papers performed superhuman ex- 
ploits during the age of virility, 
they failed to keep pace during the 
age of change. They have neglected 
to keep their great research work 
up to date, despite the achievements 
of their Bureau of Advertising, | 
while they have fizzled woefully in 
maintaining the dramatic promo- 
tion which was exemplified in a 
former era in such flashing slogans 
as “The Forty-Ninth State.” 

Referring to the rise of super- 


markets, which have placed such a 
| P ° P ° 

|premium on display, while reducing 
|advertising to a catalog of prices, | 


|Mr. Wood said that newspapers 


must help to educate other dealers 
if the latter are to continue to be 
live advertising prospects. Modern 
promotion consists of periodic sales 
events, designed to sell goods and 


xk kk * 
NEW HAVEN 
A Proven Test City 


342,000 


POPULATION MARKET 


97.5% City Coverage 
82% Total Coverage 


Send for Market Brochure 
“Register City” 


New Haven Register 
NEW HAVEN. CONN. 
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conducting 


“LET'S HELP YOU KEEP HOUSE” 
Fivé Days a Week on ST. LOUIS KWK 
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no longer a job for an individual | 
newspaper, but for the professional 
organization. Newspapers must col- | 
laborate in this age of integration, 
if they are to improve their position. 
Mr. Wood concluded by emphasiz- 
ing the importance of the nine to 
nineteen year old mind in the pro- 
cession which has “a baby carriage 
on one end and a hearse on the 
other.” 


Ford Dealer’s Views 


Mr. McMahon, the Ford dealer, 
blamed newspapers only for lack of 
enthusiasm about their own me- 
dium, which he ranks No. 1 in any 
list. And newspapers are not alto- | 
gether responsible for the shift of 
linage because even the dealer who | 
contributes to an advertising fund 
has to watch sharply to see that | 
promises are executed. Mr. McMa- 
hon asserted that the prospectus | 
handed him allocated 45 per cent | 
of the appropriation to newspapers, 
but when he made inquiry, he | 
found that only 13 per cent had | 
actually gone into the daily prints. | 

Newspaper advertising adds | 
legitimacy to any advertising claims, | 
while those in handbills and some | 
other media are almost automat- | 
ically discounted, he contended. 
There would be no used car prob- | 
lem if dealers advertised properly, | 
he averred. Plainly priced mer- | 
chandise is the greatest asset of the 
automotive dealer, he concluded. 


DeVilbiss to Use 


Newspaper Rotogravure 


The DeVilbiss Company, Toledo, 
will use space in the rotogravure 
sections of 36 newspapers in De- 
cember to promote its perfume and 
cologne atomizers. The copy will 
be built around pictures featuring 
stars of Warner Brothers’ films. 

Black and white advertisements | 
will be used in six additional news- | 
papers. A cooperative dealer cam- | 
paign is a part of the schedule. | 
Meldrum & Fewsmith, Cleveland, is 
the agency. 


W. I. Tracy Adds Two 


W. I. Tracy, Inc., New York 
agency, has added two accounts to 
its list. Canine Vita Candy Com- 
pany, maker of “Charge,” a des- 
sert candy for pets, will introduce 
a special Christmas gift package for 
pets, using newspapers. Howard | 
Inches Products, Chalfont, Pa., will 
use radio and newspapers to pro- 
mote its vitamin and health food 
products. 


Win Design Contest 

Winners in the sixth annual prod- 
uct design contest 
Electrical Manufacturing and the 
products for which they won awards 
were General Electric Company, 
room cooler; Gould & Eberhardt, 
gear hobber; International Business 
Machines Corporation, time stamp, 
———— Corporation, tele- 
scriper. 


R « S service 


“ECONOMY IN MARKET 
RESEARCH” —a 21 page book. 
let—is yours for the asking. 


R&S complete facilities and 
long experience meet the 
exacting demands of agen- 
cies, publishers and market- 
ing analysts requirin ss. 
pendable research tabulatin 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane, New York, N. Y. 


sponsored by | 


|ald B. Woodyard, general manager 


of both stations, as vice-president 
of both, succeeding S. M. Krohn, Sr., 
and John Good, resigned. 


Designers Elect 


The Society of Designers for In- 
dustry, 50 Rockefeller Plaza, 


ficers: Martin Ullman, 
Frank Gianninoto, vice-president; 
George Blow, treasurer, and Wil- 
liam O'Neill, secretary. 


president; 


New | 
York, has elected the following of- | 


nomination of Thad H. Brown for 
re-appointment as a member of the 
Federal Communications Commis- 
sion had been withdrawn, and that 
Mr. Brown intends to resume the 
|private practice of law, ended a 
five-month fight against his confir- 
mation led largely by 
Tobey of New Hampshire. 

Mr. Brown was a member of the 
old Federal Radio Commission, hav- 
ing been appointed in January, 
| 1932, and subsequently being named 


Senator | 


the committee to report his name | 
out prevented the President from | 
making any further appointment to 
the Commission without first with- 
drawing Mr. Brown's nomination. 


Reappointment Fought 


Senator Tobey’s fight against re- 
appointment of the Ohioan revolved 
uround his broader fight on alleged 
monopolies in the broadcasting 
field, and “the power 
of the radio lobby.” 


and influence | 


Gets Florida Weeklies 


Newspaper Associates, Inc., New 
York, has been appointed national 
ladvertising representative for 18 
| weekly newspapers in Florida. The 
company has opened an office in 
Jacksonville to serve these clients. 


A. E. Beck Appointed 

A. E. Beck has been appointed 
national advertising manager of the 
News-Press and Gazette, St. Joseph, 
| Mo. 


Originators 
of the 
24-sheet Poster 


over 9O 


est Pachyderm’ 
to produce his posters 


When the great Barnum introduced the''World's Great 
to America, he selected Strobridge 


YEARS C 


For Strobridge, then as 


now, had a reputation for quality reproduction. And, 
then as now, quality posters paid advertisers extra 
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galvanize store personnel into ac- | a member of the Federal Communi- ; ; 
tion. Such promotion lends itself | ‘Sawyer Heads 2 Stations Brown Withdraws ciations Commission for the 1934.| 2, Maris to Carservice i 
well to newspapers, but the latter | Charles Sawyer, Cincinnati at- m= . _ } W. F. De Maris, formerly with 
‘ave failed to do much about it, |‘0'Me¢Y and vice-president of the|/ qg Candidate for 1940 term. New England Confectionery Com- 
“— pene — A oa Peed Crosley Corporation, has become The Senate committee on inter- | pany, Boston, has been appointed 

‘ res, y S|president of Stations WING. Day- ° : : state : ee ‘ -teancive | Sales manager of Carservice, Inc., 
have lost track of their customers’ ito and WIZE, Springfield, O., Radio Commission cries ax tee aoe, yom 22 E. 42nd street, New York, an 
problems. There is some excuse for | succeeding Stanley Krohn at WING | —s concen, ol “ ‘ear wae mra,|automobile maintenance organiza- 
this, Perhaps, because research is|and Abe Gardner at WIZE. Other| omen “thio ‘week that the |sented to the Senate, and failure of |“ 

changes include the election of Ron- | "°uncement this week that the |‘ WETALE, € . - - 
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DuPont Visitors 
Give Their Views 
on Future Products 


New York, Oct. 16 
who seek appeals of potential in- 
terest to the greatest number of 
typical consumers may find a meas- 
ure of guidance in a survey con- 
ducted at the duPont exhibit at the 
New York fair. During recent weeks 
18,000 visitors permitted a glimpse 
of their secret hopes and aspirations 
by answering the question, “What 
do you believe is the most impor- 
tant future development chemistry 
can make for the welfare of man- 
kind?” 

Alleviation of physical ailments 
was by far the most frequently 
mentioned subject of comment. 
More than 4,500 answers—over 25 
per cent—dealt with the hope that 
chemistry might produce medicines 
to combat disease. One-third of 
this number mentioned cancer spe- 
cifically, with the common cold in 
second place. 

About 18 per cent of those who 
replied referred to clothing—better 
fabrics and longer-lasting materials, 


Copywriters 


such as “shoes that never need re- 
pairing.” In third place among the 
subjects mentioned was food. Ten 
per cent looked ahead to concen- 
trated meals in capsule form. The 
scope of other answers ranged from 
cheap substitute fuel for automo- 
biles to dishes that require no 
washing. 


What People Want 


Everyday grievances were aired 
in responses that reflected worry 
over baldness, graying hair and 
painful shaving. Other assignments 
which the layman apparently be- 
lieves chemistry can tackle in- 
cluded rubber fenders that bounce 
off garage doors, chip-proof nail 
polish, plastic houses, more effective 
insect-killers, synthetic furs, dur- 
able lipsticks, non-skid highways, 
unbreakable eyeglasses and trans- 
parent steel. 

The survey also revealed that 
consumers look for little improve- 
ment in railroad trains, airplanes, 
radios, motion pictures and, with 
the exception of cheaper fuel and 
more durable fenders, automobiles. 
None of these items was mentioned 
by those who answered the ques- 
tion. 

Paul W. Sampson, duPont exhibit 
manager, expressed agreeable sur- 
prise over the almost complete 
absence of facetious replies. Less 


than a dozen such answers were 
found among the thousands of cards 
turned in by visitors. Nearly all of 
the wiseacres expressed the hope 
that science would find some way 
f getting rid of old razor blades. 


Postal Meter Names Two 

H. R. Russell, formerly with the 
Powers Division of Remington Rand 
and the National Cash Register 
Company, has been appointed gen- 
eral sales manager of National 
Postal Meter Company, New York, 
and B. H. Parks, an executive of 
the company for many years, has 
been advanced to assistant general 
sales manager. 


WLAW to Join CBS 

ftadio Station, WLAW, Law- 
rence, Mass., will become affiliated 
with the Columbia Broadcasting 
System early next month with an 
unlimited time schedule and an in- 
crease in power from 1,000 to 5,000 
watts, it was announced Oct. 11. 


NBC Appoints Brown 

Charles B. Brown, formerly West- 
ern division sales manager for Na- 
tional Broadcasting Company with 
headquarters in Hollywood, has 
been appointed manager of station 
promotion for the network, succeed- 
ing B. J. Hauser, who has been 
transferred to Blue network promo- 
tion, 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


|an increase of nearly 45 per cen: 
over 1938. One hundred per cent 
sOybean oil varnishes have been 
made and up to 20 per cent of th: 
oil can be mixed with linseed oj 


War, Draft Boosts 
Marriages 57 Per Cent 
A survey of 42 of the 
cities throughout the 
The Jewelers’ Circular-Keystone | ~ ., nS : 
ie sihtet pba without depreciating the quality 
revealed that marriages jumped linseed oil paints. The oil is proj 
S7% per cent in August as com-e|.. 5. ues 6 at a P = 
‘erly classified as a semi-drying oj! 
pared with the same month a year The sovbeen meal whith fe let 
ago, the reason being attributed to after the oli fa romeved serves prin 
the war and the draft. There have|..,,  . , % sor 
- ; .. |cipally as a stock feed, though mar 
been 15 per cent more marriages in food products are made from 
the first eight months of this year such as flour, macaroni. breads 2: 
than during the comparable period | other baked goods infant and wn 
of 1939. As a result of this trend, | \a1iq foods. and others. Dried wi Prt 
jewelers in all parts of the nation <4. peans are also processed at man 
are reporting marked increases in food plants in the preparation 
their wedding business. such soybean products as sou; 
New York City in August had 109 preakgast foods, boiled and baked 
per cent more weddings than in the beans, soy sauce, coffee substitut: 
month last year, while its sister city and vegetable milk. Besides th 
across the Hudson, Jersey City, had | fresh soy milk, condensed and dri 
an increase of 149 per cent for milks also are manufactered, 
the same month. Cleveland and Industrial proteins are produced 
Youngstown also reported heavy commercially from solvent ex- 
increases of 118 and 116 per cent, tracted soybean meal and find ap- 
respectively. plication in the manufacture of pa- 
Besides engagement and wedding per sizings, adhesives, laminated 
ring business this increase in mar- fiberboard, water paints, and mis- 
riages likewise stimulates trade in cellaneous coatings. Its use in 
silverware, china, crystal, electrical molded parts is quite well known 
appliances, and other items the | and now the soy fiber has been 
| ieweler sells. found to have some of the proper- 
ties of silk and some of those of 
wool. It is already in use in Japan 
and the Ford Motor Company 
experimenting with it for use in au 
tomobile upholstery. 


largest 
country by 


|What's Happening 
with Soybeans? 

| Although we may already feed, 
|clothe, and house ourselves with 
|soOybean products, the soybean’s 


| 


#;work has just begun, says Gordon Join Keene Studios 


|W. McBride, chemical engineer, in 

\the October Food Industries. Soy- 

bean output has increased nearly Robert Keene Studios, Inc., N¢ 

tenfold in the last decade and has | York. Albert Gommi, photographe: 

lreached such proportions that of has also joined the firm. 

the vegetable oils only cottonseed | we. ‘a ii 

loil exceeded soybean oil production Liberty Names Four 

in 1939. Soybean production is not) R. A. Feldon, O. A. Feldon, J. M 

subsidized, except by tariff, in any |G!!mer, and J. M. Dooher, former!) 

agricultural program and the at- branch nacrenes arvngd have | been — 

tainment of the large production is vino d Spo advertising man- 

based on real demand and sound |° ' F oie 

economics, the writer points out. 
For the present, the plentiful sup- 

ply of soybeans is contributing to 

continued low prices through the 

entire fats and oil structure, and 

suggests a very important future . 

stability. This is desirable both for Paul Joins WTMJ 

Howard M. Paul has joined | 


continuity and publicity staff 
WTMJ, Milwaukee. 


Howard B. Christiansen, hi: 
joined the sales promotion staff of 


Nedick’s Stores Appoints 

Nedick’s Stores, New York, h 
appointed Weiss & Geller, N¢ 
| York, to handle its advertising 


the industries which use the bean, 
and for the consuming public that 
will profit by the wider distribution 
which low fat and oil prices will | 
insure. — 


So You're “Selling” Mothers! 


Over 70,000 new mothers have 
been visited by Cradle Car 
Service, a modem advertising 
medium with a sure-fire appeal 
that takes your product straight 
into the home. 


A considerable acreage of soy- | 
beans is devoted to growing seed 
and other farm uses, such as green 
manure, pasture, and feeds, but a 
large quantity of the green beans is 
being canned each year. One offi- 
cial estimate placed the 1939 pack 
at 15,000 cases, each of 24 one- 
pound cans. Crushing of the bean 
to obtain oil makes up by far the 
greatest tonnage of edible soybean 
activity. Although the use of the 
oil in paints and varnishes in 1939 
accounted for only six per cent of 
the factory consumption, this was 


We'll be glad to tell you more 
about it. Full data upon 
request. 


; IIe (Coadle Cn Sewiee, | 


457 N. Kingshighway 


St. Louis, Mo. 


Id: fp 4 mia i 
v5 bes) ee f as ghee “ 
Fh ie s ets ar z . Soteyg, 3 - 
K Lal J eg ee aor +# ane " em sm 
ee ae - 4 : bh ie eae = % = ae es UE. Se Pree =, 5 
4 : 5 Se Oe ae ES gS ae? ee é i sR Raa + ee LE ASS aS Sih <= aa ; 
a , rene, ; ‘ ; : : es vg ae JOE San ae ra Peet gi E 2 
. a see. alee: Fi aiiake. aie. <1 a Se et ge, Ee ae age 
me ¢ ? . 7 ee ee pas a Pre alte we ed ¥ ta NBG > at a 
‘ 24 
a __ I ms = 
=a 
a - 7 ona - —_—— 
ad 
i. Z j 
; has 
4 * 
; i. 
Ay a ee 
: ae 
oe 
; ’ 
Me | ee ee 
ie A 
eo REARS CRRRRE SSS o Rane . 
ae RRs ERS SR RRS RE res 
Besse SS son Suen tae aa Se ae te meee 3c Ah ame : : 
° SRE CESS ee ee sent naam sulaaupmmumeia finish DS GR. Se 
RRs Bae See BES SSS Sree an a Be 
si ’ Bees Ce BS ee ee as Br ee ee 
rei : See rs: be te s Ra See eee nonmee SEO ROR et aR ORE athe CORE RRS Reps 
Le : Sas pasta Ramee aa ae Rear eee eine oni Laas ee 
‘ lc a ee Se 
“ Re eS a asa Bs aan st 
. fe C- fg ee ee 
ie z . 3 si : shea was Seats 
‘ ‘ ; See: ete tags a potato a 
: aes, pega Me Re 
abe wacannn nan? & fe a ee a 
_ - 13 Soom 3? ee, oe oe 
; a ys ret, See tats aia aa 
ae.” iS sees wie ase eae Bae 
i . * pa am , o< Sresetiintess Soe secant Ne 
. , +: sith ree ea ee ee ie 
4 : . Prey Tose © ipa eee saan Sa 
taal \ . bert Biticrs: cera woe Be a oe 
er a? oka + Shae Wass css aa i scree 
» jena : FEE Set ieee idence Bact preemie 
: ¢> 4 8.2 ae Meese i Scone eae 
me : ‘sy beet oes ise Se sae aN : ce 
et : .. \ AP REL OTE  eaan cee eek, ee 
a ne. 3 ’ ¥ eS, bat 4S Soy ., Raid eta pe oe 
ae : oa : ; &. ee (a Se Se 
oe ae oe Py ‘ Be om . , Soe, =“ os go Beat Pre Be '§ a a Be 3 ag 
a ‘6 % gaan ee ee ian P omen RE ae setae. 
iA j £:: we \ a SSR Soong anata a st pee see coh penne Be a a 
i 3 wet, a ae WC Phen eg — 
a ae **, ; ee ae aes ss es a a. ea 
ci ‘ee 3 P ° ES a ea ge peter ss ee 
j on! 3 x : ER aa Se es to eee ae 
3 “i a Be % open Baewccss ss easseMes % sti re oe patina a ee 
3 His ry - Beis Ee sone ee BS a aa 
f x baie a} s ae’ ae Berean cane ets, 7 Ses, SS, : So. Bo ans pea SRS I Bete BBR 
ly ; Se yh. . Se Se ! SE ae. ee Ba ei aR Ae a 
a ee me ' we Sie —. f Bee eam tae Beare gehen Re age Me Bore 
a [a > a nner - Be Sumter Beer tea ea Bae eS Sree ae Se 
i See h _- eet a : a SSR SR a oo Seis ss ce : eo bara. cane ae 
ee Beat 9 > as > Sa m SRR eR oe ce 
Be 4 ‘ = Ree Sees $e: — eo Soe =e 
2a ‘ Se se, SSA te ae 
—_ : Bee ee 
hee Ses ; Se oe pee ee Be Ee: 
» a Seam “ Bias : Chk Saas cae ae 
- ae =. Se phi aos oe Se: ee ee SS 
: ek oy : . a oe Se : Boe 
C ae ; a er sd fee 
iz : He q i) Bees oa Sey 5 See eae 
alu ees - SS s ae ie ote Be 
 eatyaaet ee ‘ Re ee, Bike Reet ac ae ae 
ee Percents ; ; Bee ea a Ee ae 
ot as i an Bees Sap ites aces Rineannnteses as po a 
a Se . » a a — 
: ee % Se 2.88 
NS es sistas a 
aa % — oe 
Pe aan : Bess Sak a oe 
a. Ro SE er > ees Sees oa, ois f “ pa 
4 be, : ae: Soe ee ‘ ‘ X Be Sa Sr RRO Sa Gene SS ae ne 
ee: OOS So ea 7 ; Se RC ee ee Ba hgmens hana ring oS So aa es 
ae — . = eee rr a ee 
ys ae oO aS ee es ; a” SS Reka ESE SSR i cae Meas ae e gg ae a La ee es ce és 
ae See eae * Be es SS as SEE Cae ae era are sane EEE ES ae 
oe ES nn ec: Le ed FLOR a 
ig a -— - . Se. pe Ne ee 
ey Pete a Besse Bestest ST Bearman as eae aaa SNe eae SS me es ca 
eat. _ pies es | a ~ | eee Fig eRe Bema <r  s Saas es. 
a Sa : aa eae 
SE % Be ee 
ee : Si mS 
eee 3 Ss Reo 
4 dtel cz. ae a ; . he 
He tot °C ‘ Sa eg mee 
i:00* Sa % Bees. Ms SN Ss yy ‘ es 
sae SS Bes SER ek Se ea ae PRE, Say ¢ 
ee NS Be aA Se  f_ D Bes eS nee 
5 Pe: & S$ Sj rat Pe Bi as oo x: me a rf : 
mm ae : eae beriate cs Pet: Dock, eer Sk a sean eter wee 8 TS nate PY 
q ‘ 2 i & 3 . ae arn ee ec BF. ROR oR SAP Saeco at eS 2. e as S ne 
; : BS SESS Sac oe OE oe es D 
+, aie = an ee a ae SR A a — RS eer —— 
°, Be c ee 2S Rats. ee SS ae cae MRE Re TS SS eee ee gee | 
hee = — ae : Pes Phe Ss oe EE 
S33 eo Shik 2 ee ee RR ey mane e Ran oie, Penn hes on ae oa am a 
4 Sy Si = SO SR . SS. oe Ragiaee cs eat BS * eae Peg EEE 
Sa Se (SSS See ae come Sen eR ke RRS EE ss geen Be simian Seg 
; Pe A eee ets oe — ee ae . ae 
ee: See RRR SSS eae See : SONS ea eee é 
‘ Bee Se es : see 3 SNORE eS Pop ata | . 
a Saks om Gs * ao 
v ‘ pee 5 SE | oie : ; Bie 3 : 
y eae , Sas ee oe opment ont 5 eae eae eee ; ; : ? © A L E g 
P x» aie - See aay Stee = $ Sa SR ee bone ves ee Xi a See 
: a oe oe = ad = sO ae ee ee Pe ae SONS Sah ea ee ee oa et = $3 S Ss 
; 3 be “a ; a . @ Hes Bie ies ca Bee 5: na = ug s 8 sf eee oer oa ec Rann ge ne cued 
4 ees, i P ; Bee. - can Shag Pe asa a: : nee ae 2 ee ge Mh gets Svea 
: ie Sa ge ee i, Tee ey ie gt 5 ee! se ve 
a * es i Fee rs . ee Oe, 4 eg ee TR ; 
“a) i bn SSS ee... ae “< ps ites. a aoe 2 wy ‘ro py 
7 4 % ee a ae xl aaa Malian Le ‘xa ts ese) a a gel? , : cee ° 
ae Wee Veg ey) ee ; 
- ae ee EE ee Ms ace ? ae eh : a2 , kt ——- . 
r be . wes Xe seal 2 x i ; £ + ae j i Ange $333 
’ ee ~ gees = oe x ‘ : pee 7 I. aye 
# 3 mee ene 7 = a i ifs -* aed \2 e 
rT a ee ee oe Pees rm Se 
2 ~ Fs se Ses - <., : te: na ae oak a, oe 3: Skee ol com! S$ . 
‘e ee ee. oan : : j ; Sy > i. 3 Ex” at ~ ad + : 
- ~ * Mie 2c Fe. i i wn pe am td cor? eyo A ia 
ah aoe -” - ae Se se, A an yor operete® S ? : 
‘ fh A ge eed a Es, et. ees R = F 4 A ve ‘ 
Or ee gi ARM A. Mi jc" pisety" ov \ Qh? 
. a een ee Pe. ee PG rornero? awe ™ yas SS 
ees .: 3 § 2 a ee en ie : Ob aa Wome" g core’ 4 
os . ees oan Re ee =e agi ge ee Se ees eee , re “ - a S / 
if aS Pot % ea as 4 SS. : ee SS a a ed - “ge, 1, ’ be a cat pie wh wv 
a 4. Sy Ss Me weg te on ahaa 2. AAR ae : my ola a \e a 4 
4 i <a Satie . . ee ae < ; EE ae 2 Se oe De : a Pie anor are eo \4 ¥ 
a Oe i ee Se a } : SS oN “ : Sy hy : of as ott* ess08 . avs 
“4 . 3a RS a eS RS... pra ve : en ay - ~ Pee “4 So yr o® at o <ad 
+e : ie Ne i aes MESS file mp FO See et = : a. oF rere 409 
- EE gh ere Te OL ie eet wo Rs Shines ee _— enc »~o* ae? gucin® yu 
a 4 peat * ms . x a ae a oy Sean * pat P a = het ij i} i ij wae} be pe a i Pages’ ‘+ ashe? ° oto" ere 
~ . > +5 . ~ ees. oo. in oe et 1 : 
i ” + — : pee 0 6% Je as at 2 i Se tag hi + het \ver" onvor™ ets 
. Ae ah at at ata og a ee ae ee: : ions $e w bs p ‘go? 4 
. - gr ; a a a “See eee eh Oe ee ope® cron’ \e! - Beto ' 
ee ee a Pe, BIO op 8 RR eS , avre ame _ uN \ 
ae . og ile vs ee Palle ern i ieee Cig gs SS bat . °° yov , ct -—— 
fe os : ’ . at FS ae REE RE ee a, “ > P\ 
" > : bi Ben . tte x. get ee a a RE Sa tect “ a a 
; ote : = ’ 4 2 es a el otis — . ' 
“ } * Bes os RR qe ‘es . ’ ‘3 
7 — °o et sol ty Vy, . 
‘ ’ hey eo \ - 
: D and operateo BY THE ST.LOUIS ST ve MC ) 
| , ; AR-TIMES non Oumteyen COM. | a 
j RRS oc ttn. SE an e Semana \2) a . ae 
ra RS Se RE ee Se RS Sc ES pS ae ee : \,) wasn : J } 3 
2 ‘ORE aS SES" SS oh, Pukeos tan soar eh at eho : SS . 1 s- i set 
. ’ ee Sees Ra > NC SSS : RS + See ¢ we : ‘ ’ ae: 
7 
F 3 ; 
¥ oon a “4 “~," ; , ‘ < t . 
= » ea ’ a de ie 
ae 5 i - . Pe fort “ae * ee > A nee 2 £ . + ‘ i>, ‘ 
: ‘te r. Pe ( ee 4 iy Soe ig; z - é WF As ee i a Mi, a = ae re: * "y ¢ a sie Sg ‘at 4 . ar : ig h Pe ; 
<tr we 2, em uy Bs ied ioe ae es , Tg oni ad cia . sym “‘<ier PE ps ce ges Ap ae ‘ a aie 
E . ee ee ya ee ao Ps Sya eee oe Se vst 2 7 a ; coy Fes pes yaa coo : : * % Sl % net 
sZ v. : al . rt a ae are Laney i eal a ; eo ee es we § me a 
oye setts vase a a, a. eS ok. ee +7 : < ee 
es Be eke tf ee oe fe. ’ pe 3 
s th a 5 ze ie Se Gas 
ol oo ie bad 
— : ae 


f 
\ 
| 
. 


ope ats lortivewa ie ce Ae ee Sa: Wis eae ae are eR aie ee Citas Re ap ee ae 
bs . = fee td ‘ - snes * ‘be 4 : a “i ® és a _ o ae ¢ : t 2 ni 
October 21, 1940 ADVWERTISING AGE 
FOR NEW LINE cent. Thus, if such an advertise- distribution of 10,000,000 package 


Are you interested in 
MAGIC? 


GOODALL 


TROPIC WEIGHT DE LUKE 


STORE SHEGWATURE 


One of the newspaper advertisements 
for Goodall's new tropical worsted line. 


Palm Beach Adds 
Tropical Worsted 
fo Garment Line 


1941 Program to Give 
Dealers a Chance to 
Trade Up Customers 


New York, Oct. 17.—Although 
many months of wintry weather are 
in prospect before the summer suit 
rolls around again, Goodall 
Company has already devised a 
1941 promotion scheme featuring 
two major innovations in the form 
of two contests and the addition of 
i higher priced line of tropical wor- 

teds as a companion product to 
Palm Beach garments 

The contests involve both 
umers and retail salesmen 
dults, $10,000 in prizes will be of- 
fered according to a plan not yet 
completed, with salesmen sharing 
wards with their winning custo- 
mers. Boys will be offered 210 
trophies and medals in a “Plane of 
the Future” design contest, with 
each entrant receiving a plaque. 


season 


con- 
Among 


The addition to the Goodall line 
will be “Tropic Weight” suits, 
priced at $25 and $32.50. This will 


give retailers the 
trading up” Palm Beach customers 
within the Goodall line for the first 
time. Palm Beach suits, sold for 
$16.50 last season, will be priced at 
$17.75 in 1941. 


opportunity of 


Co-op Copy to Continue 


The usual cooperative newspaper 
advertising will be continued with 
one change. If retailers mention the 
‘Tropic Weight” line in Palm Beach 
nsertions, the allowance paid by 
Goodall will be increased 10 per 


AGENCIES + PUBLISHERS + PRINTERS + Ag 


SAVE SO” 


OF YOUR DISPLAY TYPE COST 


with Fototype 
Over 1500 prominent firms are con- 
sistent users of Fototype, saving 
thousands of type and lettering 
dollars annually. Take a tip from 
those in the know . . . write for 
latest catalog today | 
Fotetyp5 fon 
HOUSE ORGANS DISPLAYS CATALOGS 
NEWSPAPER ADS STREAMERS PAMPHLETS 


NATIONAL ADS POSTCARDS BROADSIDES 
TRADE ADS BROCHURES LAYOUTS 


Catalog 4/2 free on teguest 


THE FOTOTYPE CO. 


625 W.Washington Blvd. Chicago, Ill. 
THIS ENTIRE AD SET WITH FOTOTYPE 


SUIAVUONT © SUINAVUSONLIT © SUIUALIVINNVW 


ment is used, Goodall will pay 
and the retailer $45, 


Ralph Barron Appointed 
Ralph Barron, 
erated the 


Royal Duke Pipes in 
Extended Campaign 


laundries 
newspaper 


$55 inserts by 
a college 


last year; and 
and magazine 


who formerly op- 


instead of 50- Barron Advertising 


50 as usual. schedule embracing 72 publications Agency in Greenville, S. C., has Royal Duke pipes, featuring Lu- 
National magazine advertising Advertising will be concentrated been appointed publicity director of ceeaa s bstorer wt iz seuaaied 
. . . . . coors, are ; : ? 

has been pushed up one month and ! what is usually considered a late Sea Island Cotton and the Florida ' & | 


, in the largest advertising campaign 
= seas or wear. A “* - State Marketin 30a with offices 4 , 5 ~~ 
will break April 15. The schedule S€@S0n for summet! wear. A “sum aaa os a - a — rors yet undertaken by the Continental 
yy ** ys) . > te > « 4 2 ‘ 
includes Collier's, Esquire, Life and ee dt pio to stop the ; ‘ksonville. Fl: Briar Pipe Company, Brooklyn, 
The Saturday Evening Post A slaughtering of profits in July” is “@essonville, Bla N. Y 
—_ : 4 .:  |expected to meet with particular as . Copy is scheduled for Collier's 
dozen pages in full color, and nine); . . . sa : ‘ 
half Ba t iin All be | favor among dealers. Rice to Donahue & Coe Esquire, Liberty and The Saturday 
alf-pages ‘oe ‘Sow > : “ee . . : eeag 
= pers . a me ; f he L. C. Goldsmith, associated with Southern Rice Sales Company, Evening Post as well as for key city 
5 - >< r-Me > < ric as ° ’ . “° 7 
pun. Sue neatly-named faorics a8 tawrence C. Gumbinner Advertis- New York, has named Donahue & | newspapers and business papers 
“icicle weaves and = “Trinidad ing Agency, is in charge of th Coe, New York, to direct promotion | Briggs & Varley, New York, is the 
” , Agenc : *harge e ac- ‘ , , 
twills” will be featured. oe ee 


tion program 
the Goodall 
which gave the company 


of its River Brand rice 
will be used 


To McCann-Erickson 


Newspapers agency) 
7 , c . count. papers “5s 
Other aspects of the 1941 promo- 
include a renewal of 
Golf Tournament, 


“$174,400 


Tompkins Named A. M. Rand to Serve Mulberger 


H. C. Mulberger, Inc., Milwaukee 


he N. C. Tompkins has been ap- Marcia M. Connor, for the past agency, has enlisted the services of 
worth of free publicity” last sum- | pointed advertising manager of three years fashion stylist with the Frank L. Rand, Chicago publicits 
mer; a $50,000 Palm Beach laundry Reynolds Electric Company, Chi- New York World’s Fair, has joined man, as a further service to the 
;campaign, which resulted in the | cago. MecCann-Erickson, New York agency's clients 


YL AS 


{t's a miracie— 
wetting such a 
flatterer in 


$]98 
Acetate Rayon 


Crepe for so little money. 


are 
making 


Lyinting 
History 


«+.» For America’s Largest Mail Order Houses - 


140,000,000 catalogs, produced in 1939 by America’s four largest 
general mail order companies, Sears Roebuck, Montgomery Ward, 
Spiegel Inc., and Chicago Mail Order Company, accomplished a sales 
volume of one billion two hundred thirty-five million dollars—which 
s greater than the value of all the bituminous and anthracite coal, 
copper, gold lead and 


durable cotton 

Good-looking 
ay. There's a_ 
Flap pockets 


silver, zinc mined in this country annually 


A dominant factor in this colossal merchandising power was the 
introduction by these four direct-by-mail experts of an entirely new 
printing process, which over a three-year period literally transformed 
their catalogs by adding over fifty per cent more color pages, mostly 
printed on a thousand carloads of CONSOLIDATED COATED PAPER 


This glossy, enamel stock, passing through two-color and four 
color rotary presses, was printed on both sides in one continuous web 


the ink drying instantaneously under fiery heat — at speeds up to 


9,000 impressions an hour, nearly six times faster than coated paper 


had been printed fou color Le ther pre cs before 
Prior to the advent of CONSOLIDATED CoatreD Papers, high-speed 
color printing on coated paper such as this mail order production 
was beyond the scope of paper and printing technique. A triumph 
in the annals of printing, it 1s but one of the recent examples of 
breath-taking printing progress in which CONSOLIDATED COATED 
PAPERS are playing a vital role because they offer coated papers, 
price i An } 


pay for uncoated 


with consequent improvement in printing, af 


publishers, ane 


Dyin ; 
/ inters, 


rs adverti €rs ave ACTH tomed 1a 


papers 


Whether your problem 1s one of stepping-up merchandising power 
through finer reproduction in black and wiute or four colors, at 
no increase in cost, or one of reducing cost without decreasing 
printing results, you will find the answer among these four brands 


of CONSOLIDATED COATED PAPERS 
Modern Gloss Coated 
Lakeland Coated 


Production Gloss Coated 


Production Coated E. F. 


yours fs) 


Choose this one piec 


se That that uses - ow pad 
ee -" Soom 


idated Water Diya hat Cumaagy, 


MAIN OFFICE 
WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 
{35 SO.LA SALLE ST., CHICAGO 


Te ETS eabiste*. 
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ADVERTISING “AGE 


October 21, 1949 


Per Capifa Income 
of $536 for 1939 
Above Previous Year 


State by State Figures 
Are Released by Com- 


merce Department 


Washington, D. C., Oct. 17.—Per 
capita income payments in the 
United States amounted to $536 in 
1939, compared with $515 in 1938, 
$679 in 1929, and $376 in 1933, Sec- 
retary of Commerce Jesse H. Jones 
announced today. Lowest per cap- 
ita income for the year was shown 
by Mississippi, with a figure of 
$203; highest by New York, where 
the figure was $825. 

In 1939 per capita income was 
above the national average in 17 
states and below it in 31 states. 
Twenty states had per capita in- 
comes of more than $300 but less 


per cent in seven others. During 
the period from 1933 through 1939 


jper capita income payments rose 
|more than 65 per cent in five states, 


and less than 80 per cent in eight 
states, ranging from an improve- 
ment of 25 per cent in New Hamp- 
shire to one of 74 per cent in Mich- 
igan. 


Up 5% Over 1938 
The 1939 average for the nation 


represents an increase of 5 per cent | 


over 1938, with greatest gains being 
registered in Michigan (11 per 
cent), 
cent.) 

Salaries and wages accounted for 
60 per cent of total income pay- 
ments for the nation. Other labor 
income (direct and work relief and 


unemployment benefits, workmen’s | 
payments, | 


compensation, pension 
and related items) provided about 
7 per cent of total income pay- 
ments, and entrepreneurial with- 
drawals (the income of self-em- 
ployed persons) accounted for 17 
per cent, while 16 per cent took the 
form of capital return (dividends, 
interest, and net rents and royal- 
ties). 


and North Dakota (10 per) 


Island, Connecticut, New York, 
New Jersey, Delaware, Maryland, 
and District of Columbia). 
ita income payment averages for the 
group, $748. Characterized both by 


ja high level of per capita income | 


and the high degree of urbanization 
which is usually associated. Year to 
year changes in the volume of pay- 
ments are considerably less marked 
than for the nation as a whole. 


Industrial States Off 
2. North 
| States. 


Central Industrial 
(Pennsylvania, Illinois, Mis- 
souri). Regional average income 
|payments, $581. Moderately high 
urbanization. Per capita income in 
|1939 more than 25 per cent below 
ithe 1929 level compared with 21 
|per cent decline for the nation as a 
whole. 

3. North Central Industrial and 
| Agricultural States (Ohio, Indiana, 
|Michigan, Wisconsin, and Minne- 
|sota). Regional average, $560. Per 
capita income more variable than 
for the nation as a whole, declining 
by 49 per cent between 1929 and 
1933 but improving relative to the 
national average between 1933 and 
1939. 


Per cap- | 


than $500. 

From 1929 to 1933 per capita in-|ments by 
comes fell substantially in all states, 
with declines of less than 40 per | States 
cent in 7 states and more than 50 | Vermont, 


A brief survey of 
regions 

characteristics: 
(Maine, 
Massachusetts, 


income pay- 4. North Central Agricultural 
reveals these | States (lowa, North Dakota, South 
Northeastern |Dakota, Nebraska and Kansas). 

Hampshire, | Regional average, $418. Urbaniza- 
Rhode |tion is low and per capita income 


Unlocking the door to the KEY MEN 


You know your business market. But are 
you getting actual coverage of it with your busi- 
ness paper advertising? 

At the bottom, the market consists of the 
men who will actually use your product. These 
men are not hard to reach . . . either by means 
of personal salesmanship or by means of adver- 
tising. But your market also consists of the men 
at the top, key men, executives . . . casting the 
deciding vote for or against your product. These 
men are not easy to reach—through personal 
salesmanship. ‘They are busy, short on time, 
hard to reach and hard to sell on anything at 
all. Your salesmanager will verify that. 

Here is one of the chief functions of business 
paper advertising—to reach and influence these 
inaccessible men. But that brings up another 

uestion. If your salesmen can’t see and sell all 

e key men, how is any subscription salesman 
to reach them all? How can a business paper 
deliver you the coverage you must have for full 
advertising effectiveness? 

These were questions which a group of ex- 
perienced business paper publishers decided to 
answer once and for all. They realized that 
conventional circulation methods fell far short 
of the goal. And they turned to a fact that was 
beginning to emerge from a welter of counter 
claims some years ago .. . and which succeeding 
years and observations have served to verify 


Only Controlled Circulation 
Can Do the Job 100% 


fully. That fact is this: a man will read what is 
vital to his interests—provided it be placed in 
his hands, and regardless of the source. Here, 
in this fact, was a complete answer to the prob- 
lem of obtaining 100% market coverage. These 
publishers turned away from the futility of con- 
ventional methods. They turned to controlled 
methods of circulation methods which 
unerringly single out the important buying 
factors in any market and which unerringly 
place a publication in the hands of those men 
alone. 

These methods resulted in important econ- 
omies which permitted more and more money 
to be spent in improving the editorial content 
of a magazine, thus making it more and more 
vital to its readers’ interests. The final result 
was a triumph in the business paper field. It 
brought to industrial advertisers a new concept 
of what market coverage could be. It brought 
to them a new advertising effect and effective- 
ness. Turn to any of the publications named 
below. Note the prominent industrials whose 
advertising has appeared consistently in the 
pages of the publication. Take a tip from them 

. . and sample the power of 100% market 
coverage. You will be pleased. . . and perhaps 
surprised . . . and certainly a convert to con- 
trolled circulation. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Bakers Review 
Bankers Monthly 
Better Roads 


Combustion 


Industrial Power 


Jobber Topics 


Compressed Air Magazine 


Liquor Store & Dispenser 


Contractors and Engineers Monthly 
Drug Topics Meat 
Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Equipment Preview 
Excavating Engineer 
Golfdom 

Graphic Arts Monthly 


Hitcheock’s Machine Tool Blue Book 


Hospital Topics and Buyer 


Machine Design 


Meat Merchandising 
Mill & Factory 
Modern Machine Shop 


New Equipment Digest 


Petroleum Marketer 


Industrial Equipment News 


Pit and Quarry Handbook 
Premium Practice 
Progressive Grocer 
Purchasing 

Roads and Streets 

Rug Profits 


Soda Fountain 


Super Service Station 
Tires 
What's New in Home Economics 


Wood Products 


CONTROLLED CIRCULATION PUBLICATIONS 


PER CAPITA INCOME PAY-| 


MENTS BY STATES, 
1937-39 
—Amount 

State 1937 1938 1939 
Alabama . 255 236 243 
Arizona . 499 457 456 
Arkansas pales . 243 234 244 
California ; .. 792 726 753 
Colorado F 554 500 6522 
| ee . 803 711 768 
OS eer eres . 912 780 848 
District of ¢ ‘olumbia! 

NS og woo eae we alas 454 426 457 
Georgia . in Ga ‘ 295 279 292 
[daho . Ter 490 434 453 
Illinois . .. 664 603 640 
Indiana .-+- 580 461 494 
fowa ... ‘ 461 429 446 
Kansas . 455 409 411 
Kentucky . 819 294 300 
Louisiana Lee neshuaess 341 339 350 
CO Ee ere . 502 457 481 
Maryland ... .-. 614 659 695 
Massachusetts . ...+ 724 668 705 
Michigan .... . 650 552 604 
Minnesota . ..» 511 485 505 
Mississippi . , tasee 2. cee 
Peer rere rer 484 455 472 
ER, oo a5 ok on Bl we bane 592 510 552 


Nebraska ......... .. 454 403 421 


Nevada ...... ..... 881 744 806 
New Hampshire re beue 549 511 5619 
POW SOPHO? cise veriass 

New Mexico... ~eeeee 8438 315 323 
New York ..... 860 799 825 
North Carolina scat Sen aoe oe 
North Dakota ---. 865 328 362 
|S .... 643 562 608 
oo SS errr rere Te 359 336 343 
Oregon .. ga --++- 566 619 5645 
Pennsylvania . icces Be Ge See 
Rhode Island ......... 694 630 666 
South Carolina ....... 265 249 268 
South Dakota .. --e- 841 348 373 
Tennessee ..... ---- 809 386 396 
Texas : ..... 408 388 401 
Eee ee ...» 474 446 449 
Vermont . aS .... 494 457 486 
Se .. 886 365 385 
Washington ... ---+- 698 574 606 
West Virginia ... 412 366 378 
Wisconsin ; .. 5837 489 601 
Wyoming ... 629 388 623 


1Omitted because of differences be- 


|tween state of residence and state of 


employment. 


is well under the average. Per cap- 
ita income was cut in half between 
1929 and 1932, improved substanti- 
ally between 1933 and 1936, and has 
followed the national pattern rather 
closely in recent years. 


Income Level Low 


5. Southeastern (Virginia, West 
Virginia, North Carolina, South 
Carolina, Georgia, and Florida) 


—eee 


and South Central abe. Ten- 


nessee, Alabama, Mississippi, Ar. 
,|kansas, Louisiana, Oklahoma, and 
Texas). States. Southeastern aver- 


ages, $339. South Central Average. 
|$316. Per capita incomes in both 
regions were the lowest of 4}] 
regions. Both areas exhibited som: 
tendency to improve relative to th, 
national levels. This trend is par- 
ticularly apparent in the southeast- 
ern states where per capita pay- 
ments moved from 56 per cent of 
the average for all regions in 1929 
to 63 per cent in 1939. Both regions 
are in a period of industrial deve}- 
opment which will undoubted), 
push per capita incomes to highe; 
levels in the future. 

6. Western States (Montans. 
Idaho, Wyoming, Colorado, New 
Mexico, Arizona, Utah, Nevad 
Washington, Oregon, and Cali- 
fornia). Regional average, $639 
Per capita income tends to be high, 
although urbanization is below ay - 
erage except in California. Tota! 
income payments in 1939 were only 
5 per cent below the 1929 level 
contrast with a decline of 15 pe: 
cent for the nation as a whole, but 
population increased by 18 per cent 
as compared with 8 per cent for a!! 
states combined, so that per capita 
income in this region improved on): 
slightly in relation to the nationa! 
figures during this period. 


Eustace to San-Nap-Pak 

Frank A. Eustace, formerly with 
American Thermos Bottle Com- 
pany, New York, and C. A. Wool- 
sey Paint & Color Company, Jersey 
City, has been named advertising 
and sales promotion manager of 
San-Nap-Pak Mfg. Company, New 
York. 


Gets Central R. R. 


Central Railroad of New Jersey, 
New York, has appointed Trans- 
portation Displays, Inc., New York, 
as sales agent for its cards, posters 
and ferry displays. 


‘Elect G-E Officers 
Charles R. Pritchard and Ralph 
J. Brown have been elected vice- 


presidents of the General Electric 
'Supply Corporation, Bridgeport, 
|Conn. 


a | 


“T heard 


about Folger’s 
Coffee over WMBD! 


It's on my shopping 
list for today!” 


| 
a 


Yes, these wise household managers 


are the family BUYERS. 
listen to WMBD . 


They 
. the ONLY 


radio station in Peoriarea that com- 
pletely blankets its responsive mar- 
ket of over 600,000 potential buy- 
ers. Peoriarea has an average of 
$491. per capita to spend annually 

representing an almost 50-50 


balance of income between pros- 
perous farms and busy industry. 


Here’s your spot 
to test any radio 
sales campaign - 


PETER 


effectively. —— 
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McPherson Advanced 

Robert G. McPherson, son of 
James E. McPherson, publisher of 
the Daily Commercial, Bangor, Me., 
has been named general manager of 
the paper, succeeding William H. 
Pond, resigned. 


Marks Radio Birthday 

The November issue of Radio 
Today will be published as “Ra- 
|dio’s Twentieth Anniversary Num- 
| ber” as a feature of the nationwide 
|anniversary celebration. 


em =WLOF Joins NBC 
[ | Station WLOF, Orlando, Fla., 
has become an affiliate of the Na- 
tional Broadcasting Company as a 
|member of the Blue _ network’s 
Florida group. 


Use Time Capsule 
in Dedicating 
Newspaper Plant 


San Francisco, Oct. 15—When the 
San Francisco Call-Bulletin dedi- 
cated its new building last week, 


somewhere near the vanishing point 
in recent years and small space ad- 
vertising in magazines—the normal 
space unit has been 70 lines—has 


Back with Old 
sis been the rule. The new campaign, 
Familiar Query while still ‘ sanet “a Son Oe 


San Francisco, Oct. 16.—One of | heroic efforts which marked the as- 
the most famous advertising slogans | sociation’s work a decade ago, is 
,of yesteryear returns to top billing | heralded as a step back in that di- 
|this weekend as Sun-Maid Raisin | rection. 
|Growers Association of Fresno 
launches a new campaign using 
| large space in color in The Ameri- | 
|can Weekly, Life, and This Week to 
pose the familiar, but recently neg- 
|lected question: “Had Your Iron 
Today?” 


Sun-Maid Comes 


Recipes Given Play 


The general theme of the 
drive is “Better 
Meals; Enjoy Both with Sun-Maid 
Raisins,” and each 
| features a recipe, with an additional 
Although Sun-Maid has adver- | suggestion that raisins make a per- 
| tised consistently through the /fect between meal snack, especially 
| years, its budget has dropped to/for children. The query about iron 


new 


Health—Better | 


advertisement | 


gets a prominent play. 

A new set of point-of-purchase 
material, including window stream- 
ers, Wire hangers, celluloid shelf- 
|edge markers and counter display 
junits will help the advertising 
jalong. The color copy insertions 
|will be few and far between, due 
ito budget limitations, but will be 
| supplemented with regular black 
and white insertions in Life. 

Lord & Thomas, San Francisco, 
| is the agency. 


Disston to Geare-Marston 


Henry Disston & Sons, Phila- 
|delphia, maker of saws, tools and 
files, has appointed Geare-Marston, 
| Philadelphia, to handle its adver- 
| tising. 


—. D. Coblentz, publisher of the San 

Francisco Call-Bulletin, and Mayor Angelo 

Rossi of San Francisco watch the lower- | 

ing of the Time Capsule into the foun- 

dation of the paper's new plant, while a 

Telenews camera makes a record of the 
event. 


impressive ceremonies built around 
the sinking of a time capsule into 
the foundation marked the event. 

The dedication of the new build- 
ing also marked the 85th anniver- 
sary of the founding of The Eve- 
ning Bulletin, predecessor of the 
present Call-Bulletin. The principal 
address was given by Dr. Ray Ly- 
man Wilbur, president of Stanford 
University, and scores of leaders in 
the life of the city and state at- 
tended. 

The time capsule took the place 
of the conventional cornerstone, and 
was embedded in the concrete foun- 
dation of the building’s pressroom. 
It carries a complete record of pres- 
ent day civilization and events. 


Seek “Aid Allies” Posters 

The National Woman’s Division , 
of the William Allen White Com- 
mittee to Defend America by Aid- 
ing the Allies, 8 W. 40th street, 
New York, is sponsoring a $500 na- 
tional poster competition. Compet- 
ing designs must be in zone or 
national headquarters by Nov. 4, 
1940. 


Heeb to Beam Distilling 

Carl J. Heeb, formerly advertis- 
ing manager, treasurer and office 
manager of the Dant & Head Dis- 
tiling Company, Gethsemane, Ky., 
which was sold to National Distil- | 
lers Products Corporation, has been 
appointed auditor of the James B. | 
Beam Distilling Company, Cler- 
mont, Ky. 


McGraw Buys “Annalist” 


The Annalist, weekly financial 
publication of the New York Times | 
Company, has been sold to Mc- | 
Graw-Hill Publishing Company, | 
New York, and will be combined | 
with Business Week, beginning with 
the Nov. 2 issue. 


Pickard Appoints 
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Glon YOUR PROTECTION 


It’s great to feel safe—but it's a lot better to be safe... . None of us expects or has 


reason to expect, of course, that our place of business will be in ruins when we come 


Pickard, fas.” Chisnne. maker of | down tomorrow morning. And yet there have been buyers of pretty high-priced art and 


plate sets, fancy china and dinner- | 
ware, has appointed Goodkind, Joice | 
& Morgan, Chicago, to handle its 
advertising. 


THE BIGGER the plant, the 
bigger the purchasing job! In all 
important industries throughout the 
country, today’s Purchasing Execu- 
tive determines supply and equip- 
ment sources. Reach him through a 
regular schedule in PURCHASING. 
Conover-Mast Corp. New York, 205 
E. 42nd St.; Chicago, 333 N. Mich. 
Ave.; Cleveland, Leader Building. 


ments; hair-breadth making of “dead lines’; 


Adolph F. Buechele, President 


Phone: CALumet 4137 e 


MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE es 


7a hee 


photography who have “persuaded” themselves that their investment in $5000 or $6000 
worth of messages to potential buyers was 100% safe after they had been “talked” 
into buying $200 worth of photo-engravings at a “bargain’’—say $115, more or less. 
Came the awakening! Delays; disappointing proofs; more proofs; make-overs; argu- 
invoices; more arguments—“a bargain”! 
... It is quite possible that the steadily increasing number of Rogers customers throughout 
their 20 years in business is a result of their reputation for protecting the investments of 
their customers in those elements that make advertisements pay dividends. It is a fact that 
the illustrations in the advertising of many of the largest and most successful advertisers in 


our national publications are from plates, the originals of which were made by Rogers. 


ROGERS ENGRAVING COMPANY 


CHICAGO, ILLINOIS 
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. . Other officers elected were A. NEW LIFE PREXY illustrations, and more readable advertising; (5) motivate prospect 
life Advertisers Scott Anderson, Equitable Life In- type faces have all aided greatly. | after first interview; (6) keep con- 
surance Company of Iowa, Des “No matter how excellent the con- | tact with those who promise to buy 
vice-president; Carleton C tent of our reports may be,” he at a future date. 


The 
that of 


pointed out, “they won’t do us any 
good unless we can get people to 


problem, he concluded, 
adjusting sales promotio; 


9 Moines, 
Scan Field of Loeble, Presbyterian Ministers’ 
Fund, Philadelphia, secretary; C 


Russell Noyes, Phoenix Mutual Life read them. So we make them easy | material to these objectives. To 

Insurance Company, Hartford, to read and attractive to the|this, however, he pointed out, 
nsurance Opy treasurer; and Bart Leiper, Provi- reader.” program must be geared to the 

dent Life and Accident Insurance S. S. Larman, vice-president of salesman. Material mailed to pros- 


Company, Chattanooga, editor of 


. Young & Rubicam, New York, em- | pects loses its value if not followed 
Davis Named Head of the Association’s publication, ‘Life phasized that insurance companies | by a call by the agent; an over- 
. . = ° . . P . 
Association; Awar d g Advertiser. are directed and represented in “er pg oe of quantity often indicat 
e ° , — field by men who are warm and a breakdown in quality 
Two Types of Advertising ; . - 
Given for Promotion P friendly human beings. There is no : ' 
The objectives of insurance ad- ‘ : : Prizes Awarded 
: oy ' : : odecsege : reason, he pointed out, why life 
Washington, D. C., Oct. 17.—C. vertising, A. H. Thiemann, New s = . r 
iin Tavls edits of Gulia erusing, 4 . mciea, 4 insurance advertising should not Two addresses by men outside 
Q Tr avis, e ) ‘a- Tork . eur: oe CC , : she meres . : 
tions. Provident Mutual I *. Insur York Life Insurance Company, told follow a friendly, human pattern. insurance field called attention 
Ons, ) - | ‘ 4le : - > OC , rs “ > 5 4a Rs > ° 99 oe : i : 
ance Company, Philadelphia, was aa Seen: See 0 Karl Liung, left, retiring president of the | “In very few forms of advertising,” the need for some steps to place 
abeatial sieeiiieaad of the Life prone divided into two broad categories: Life Advertisers Association, turns over he said, “is the human—the emo- the insurance business before t}, 
' A . ti tit ; al ‘ to promote the sale of life insur- 44, gavel to C. Sumner Davis of Provi- tional—chord more important than! public in simple understandab) 
sers AS "le é S é é ; -i\s ae . _ ¢ idence . . ” ‘ 
isers Association at its annual cCOn- ance and to promot confidence in, dent Mutual, who was elected head of in life insurance advertising. language. Thomas C. Bousha! 
vention here this week, succeeding and good will for, the companies. the association last week. president of the Morris Plan Bar 
Karl Ljung, Jr., Jefferson Standard One phase of the advertising pro- Asks “Human” Advertising of Virginia, urged that insurar . 
Life Insurance Company, Greens- | gram, he pointed out, Is “selling, direct selling advertising. Institu- Emphasizing again the humanj)|companies make a thorough stud, 
boro, N. C. while the other is “institutional” or | tional advertising, he told the group, trend in advertising, Mr. Larman|of the insurance needs of all kind 


“public relations” in character. 


. _ must accomplish this two-fold job: | told his listeners that they would |and economic classes of people and 
The chief function of advertising | jt must build both confidence and | have to talk to the public in terms | present a clear, simple picture of 
in the selling of life insurance, said | good-will. of its interests. “The advertising | its findings to the public by way of 
Mr. Thiemann, “is simply to pro- “T might point out,” he concluded, | manager who is delivering a full|direct mail and other advertisins 
vide a broad background for the |«that one of the best ways for a dollar’s worth today,” he concluded, |media. Anthony R. Gould, circu! 
agent.” The advertising, he stressed, | great many companies to get full |“is one whose entire advertising | tion manager of the United Stat 
should seek to educate people to the value from their advertising dollar, program is based on careful plan- |News, discussed the experience of 
need and purpose of life insurance. jp my Opinion, is to use newspapers |ning resulting from thorough re- his publication with direct mail and 
Speaking specifically of the types as the backbone of their publication | search not only with the consumer, |stressed the high value of follow- 
; of advertising now in use by Insur- | advertising.” Newspaper advertis- | but covering markets and distribu- | up material, especially when it « 
| ance companies, Mr. Phiemann ing, he pointed out, has “impact” tion as well.” be personalized. , 
pointed out that a large share of the it sustains the morale of the agents, The final Wednesday morning A feature of the last session of 
- advertising dollar of insurance com- : 


it reaches a large number of people 
at a minimum cost and in addition 
is highly flexible. 

Discuss Annual Reports 


session was devoted chiefly to dis- 
cussions on direct mail advertising 
and ways of increasing the effec- 
tiveness of such advertising. George 

“Humanizing the annual report” A. Harper, of Bankers Life Com- 
as one of the most noticeable trends pany, Des Moines, stressed the im- 
in insurance advertising was | portance of placing direct mail ad- 
brought out by several speakers vertising where it can do the most 


the convention was the awarding of 
the Sweepstakes prizes for exhil 
of advertising and promotional m: 
terial. Over 100 certificates 
award were given for materials dis- 
played in nine classifications among 
four different groups of membe: 
Sweepstakes winners were as fi 


panies goes into booklets and fold- 
ers which are in turn distributed to 
agents. He suggested that the best 
way to measure the value of these 
booklets and pamphlets would be to 
find out how widely they are being 
used by the agents; to talk to the 
agents and to the public to learn 


JOHN BLAIR & COMPANY 


uals own reactions to various tyr during the meeting good—mailing to a selected list of lows: on me 

Ri ottanal Representatives of pamphiets. ; Describing some of the more not- prospects with some advance knowl- Group 1, Dominion Life Assu 

; — . able examples of “humanizing,’ edge of the prospect’s need in life ance Company of Canada. Grou 
of Radio Stations Institutional Phase Important James M Blake, Massachusetts insurance. Direct mail advertising, West Coast Life Insurance Com- 
CHICAGO—520 N. Michigan Ave.—Superior 8659 | Public faith and good will, con- Mutual Life Insurance Company, he pointed out, should have six | pany, San Francisco. Group 3, 
NEW VYORK—341 Madison—Murray Hill 9-6084 | tinued Mr. Thiemann, constitute the reported a very favorable accept- main objectives in view: (1) in- | American United Life Insuranc 
DETROIT—New Center Building—Madison 7889 | very foundation of the insurance ance from policyholders for the crease the ratio of interviews to Company, Indianapolis. Group 4 
I Spe ose orca a aaaae te business and consequently the so- simplified forms. Increased use of calls; (2) increase the ratio of sales New England Mutual Life Insur- 

aie . io aeeetmrens gh ieee ihe ahi sg [Called “institutional” advertising is color, more attractive cover designs, to interviews; (3) organize a def- ance Company, Boston. 
lequally, if not more important than | simple graphs and charts, plenty of |inite work program; (4) dignified a 


The booklet currently being dis- 
tributed by The American Legion 
Magazine, containing a reprint of 
an article, “Treason in the Text- 
books,” which appeared recently in 
fhat publication, serves as a re- 
minder that the problem of anti- 
advertising and anti-business activ- 
ity is still with us, no matter how 
much it may temporarily be over- 
shadowed by war and politics. 

O. K. Armstrong, author of the 
article, quotes this extremely in- 
teresting paragraph from one dis- 
cussion of teaching, challengingly 
called, “Dare the School Build a 
New Social Order?”’: 

“The growth of science and tech- 
nology has carried us into a new 
age where ignorance must be re- 
placed by knowledge, competition 
by cooperation, trust in Providence 
by careful planning, and private 
capitalism by some form of social- 
ized economy.” 

And from that well-known tome, 
“Your Money’s Worth,” which has 
achieved very nearly universal 
school use as a reference book, he 
quotes this paragraph: 

“And who do you suppose really 
pays for the advertising? It is you 
and your neighbor and every other 
consumer. The manufacturer adds 
his advertising costs to the price 

the wholesaler adds his 
the retailer his. . . Hence it cannot 
be denied that advertising has in- 
creased the cost both of selling and 
of buying goods. Perhaps you may 
ask then, ‘Is advertising neces- 
sary?’” 

Every advertising man knows that 
the latter assumption can and has 
been denied and completely and 
thoroughly refuted; and certainly 


The Textbook Problem 


the statement in the first quotation 
to the effect that private enterprise 
must be replaced with some form 
of socialized economy falls at least 
slightly short of the status of ac- 
cepted fact 

Yet statements like these do ap- 
pear in textbooks, in “outside read- 
ings” in our schools, and in teach- 
ers’ manuals. The efforts of pub- 
lications, of advertising clubs and 
associations, and of other groups to 
awaken the general public to the 
unfairness and the danger of this 
type of material should be ap- 
plauded and strengthened, to the 
end that impressionable — school 
children not be indoctrinated with 
fallacious and vicious concepts. 

The task is not an easy one. It 
requires great skill and great tact 
and great understanding, if it is to 
be successful. The advertising and 
business world cannot afford to 
place itself in the position of en- 
dorsing only such school material 
as agrees, in Pollyanna fashion, that 
everything is right with our world. 

Business and advertising has no 
quarrel with the presentation in 
schools or elsewhere of opposed 
and conflicting viewpoints, just so 
long as those viewpoints are pre- 
sented fairly and accurately, and 
without bias. But business and ad- 
vertising and the public at large 
can and should insist that teaching 
methods be such as to develop the 
habit of thought, rather than the 
indoctrination of preconceived ideas 
and prejudices. The axe-grinder, 
the visionary crusader, the pur- 
veyor of half-truths and less than 
half-baked doctrines, has no legiti- 
mate place in the public school 
system. 


"The Textbook Problem”, éppéoring 
opposite is a reproduction of the lead- 
‘ing editorial from the September 23rd 


issue of ADVERTISING AGE. | 


Tl.is editorial is based on “Treason in. 
the Textbooks”, by O. K. Armstrong 
which was published in the September, — 
AMERICAN LEGION MAGAZINE © : 


We value such noteworthy sduausitiot 
of this fine article which concerned | 
un-American teachings in our schools. _ 


The same affirmative attitude was 
shown by an aroused host of parents, 
educators and editors who immediately © 
communicated with us from all parts 
of the country on the appearance of 
this illuminating od patviotie piece in , 


To more than a million Legionnaires, — 
“Treason in the Textbooks”, constituted — 
another milestone in the long trail of _ 
forceful and constructive editorial | 
content which they have learned to — 
look for in their own periodical, 


Pick betel —— 


Crocker - McElwain Company, 
Holyoke, Mass., has issued a_ port- 
folio containing a_ selection of 
“best” letterheads which is being 
used in connection with a cont 
in which prizes are offered to thi 
who come closest to ranking the 
letterheads in the order selected by 
the judges. 


“Concert News” Bows 

Concert Program Magazines, Nev 
York, in association with Mrs. Ju- 
lian Olney, has begun publicatio: 
of Concert News, program magazin 
for the musical presentations staged 
at the Westchester County Cente: 


Leaves Brown & Thomas 


David C. Thomas has resigned : 


officer and director of Brown & 
Thomas Advertising Corporation, 
New York. The name of the cor- 


poration remains unchanged. 


Roos on Willys Board 


Delmar G. Roos, automotive eng!- 
neer, has been appointed to the 
board of directors of Willys-Ov¢ 
land Motors, Toledo 


ATTENTION 
LITHOGRAPHERS 


A direct mail advertising 
organization with its own 
creative department, located 
in Wisconsin and placing © 
volume of offset printing 
on folders, displays, catalogs 
and etc., can offer excep- 
tionally active sales repre- 
sentation in Wisconsin to 
some well established ovt- 
of-state lithographer. 
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FIC Complaints — 
Hit Guarantees 
on Fountain Pens 


| 


Thompson Succeeds 


| 


Washington, D. C., Oct. 16.— For | 


years there have been reports that 
fountain pen manufacturers, having 
set out to outdo each other in guar- 
anteeing their products, would like 
to find some easy method of elimi- 
nating the all-time unconditional 
guarantee. It appears now that the 
Federal Trade Commission is will- 
ing to give them a hand. 

The FTC this week cracked down 
on the advertising of the two larg- 
est factors in the business—Parker 
Pen Company, Janesville, Wis., and 
W. A. Sheaffer Pen Company, Fort 
Madison, la.—with similar com- 
plaints which may easily cause a 
change in emphasis on the guar- 
antee. 

Sheaffer, says the FTC, advertises 
that its Lifetime fountain pens 
are of such superior quality and 
durability that they will last a life- 
time without repair or adjustment; 
that only Sheaffer makes a pen of 
such quality and that its Lifetime 
pens are guaranteed for life and are 
the only fountain pens so guaran- 
teed 

“Not a Guarantee” 


The complaint says that the pens 
won't last a lifetime without repair 
or adjustment; that the designation 
Lifetime is not warranted and that 
‘the respondent’s purported life- 
time guarantee is in no sense such 
a guarantee but only a_ contract 


whereby the respondent agrees for | 


the life span of the purchaser to 
make necessary repairs and adjust- 
ments at a flat rate of 35 cents each 
time a pen is sent to it for such 
service.” 

The Parker complaint uses almost 
identical language with reference to 
that company’s Blue Diamond Vacu- 


matic pen, and in addition chal- 
lenges statements made in con- 
nection with the pen’s point, sac 


construction, and other features. 
While only Sheaffer and Parker 
are named in the complaints 


apparent to observers that if one or 
both bow to the FTC with regard 
to the guarantee provisions, or if 


the FTC contentions are upheld in | 


tne courts, every major pen manu- 
facturer will be affected, since al- 
most identical guarantees are used 
dy all. 


Max Ams, Inc., New York, has 
appointed H. W. Fairfax Advertis- 
ng Agency, New York, to handle 
advertising of its Airline honey and 
other food preserves. 


To J. J. Devine 
The Daily Monitor, Mount Clem- 


ens, Mich. and the News, South Ma- | 


omb, Mich., have appointed J. J. 
Devine & Associates, New York, as 
ational advertising representative. 


Thirty-Three Years Sales Pro- 
motion among the Automotive 
Trade in the Nation's 


MOST MOTORIZED SECTION 


Constitutes the Record of 


Molor West 


Automotive Trade Authority of the Pacific Region 


* Far Westerners have the highest 
average buying power found in 
any section of the nation... 


* Ratio of Cars and Trucks owned 
per 1,000 population exceeds 
that in any other section. 

MOTOR WEST'S circulation is the 
means for promoting distribution and 
sale of Automobiles—Motor Trucks— 
Shop Tools and Machinery—Service 
Parts—Car Accessories . . . through- 
out the vast Far Western territory. 


Motor West Publishing Co. 
809 Rives-Strong Bldg. 
Los Angeles, Cal. 


‘Su permarkets 


G C. Willi 
a pow Increase Use 


John R. Thompson, who has been 
advertising manager of Chatelaine, 
Toronto, for the past three years, 
has been appointed vice-president 
and treasurer of Trade and Tech- 
nical Papers, Chicago, publisher of 
American Hairdresser, 
George C. Williams. 


cago. 


Mason in New Post 
Robert T. Mason has resigned 
from Newsweek to become president 


|chandising, which 


of Newspapers 


New York, Oct. 17.—The steady 
growth of supermarkets throughout 
succeeding | the country was emphasized this 
week in a survey which disclosed 


of 58,744,435 
advertising, a 
gain of six per cent over 1938. 

According to Super Market Mer- 
conducted 
| study, supermarkets are pressing 
| corporate chains for advertising 


Mr. Williams will represent a that in 100 cities last year these 
}group of business papers with of-| outlets used a total 
fices in the Palmolive bldg., Chi- | jines of newspaper 


the 


of the Marion Broadcasting Com- leadership. Last year, in 93 cities 
s Sal rs S . : al, « : 

pany, Marion, O. The company, get ae wt. ‘ fe 

with a construction permit for a which a breakdown by type of 


250-watt station, expects to begin Outlet was available, 


operations about Dec. 1. 


corporate 
|chains were credited with 27,292,- cities, 


820 lines of newspaper advertising, ;totaled 7,032,724 against 17,563,301 
compared with 24,405,703 lines for |for corporate chains. 
/supermarkets, and 7,045,912 lines | —_—_— 

l for voluntary chains. On the basis Oechsner Joins Wheelock 
of these figures, corporate chains | 
accounted for 46.45 per cent of the 
total linage for the three types of 
outlets; supermarkets, 41.55 per 
cent; and voluntary chains, 12 per 


Martin Oechsner has resigned as 
assistant director of the exhibitors’ 
activities committee of the New 
York World’s Fair to join the copy 
|department of Ward Wheelock Com- 
;}pany, New York. He was previously 


cent The comparable figures for | vice-president of Pettingell & Fen 
the preceding year, based on 81 | ton, New York. 

cities, were: corporate chains, 51 ‘ —"e 

|per cent: supermarkets, 35.7 per | Price School on Air 


cent; and voluntary chains, 13.3 per 
cent. 

The analysis also showed that in 
32 of the 93 cities last year, super- 
market advertising totaled 16,960,- 
296 lines, compared with 5,432,614 Richard Club. The broadcasts will 
for corporate chains; while in 47 | cover the entire field of distribu- 
supermarket advertising | tion. 


Thirteen Wednesday evening 
broadcasts from 10 to 10:30 o'clock 
are being sponsored by the Charles 
Morris Price School, Philadelphia, 
through the facilities offered by 
WFIL, Philadelphia, to the Poor 


How about the subscribers in the Prairie State? Do they, (like subscribers 
in the Keystone and Nutmeg States) think of THE UNITED STATES 


NEWS as 


THE MOST IMPORTANT MAGAZINE 


of any they receive? . . . To find out we asked 200 Illinois subscribers— 


“What is the most important magazine to you, published in the country today?” 


re- | 
leased by the FTC this week it was | 


Here’s how the votes came in: 


Here are the combined results of Connecticut, Pennsylvania and 
Illinois Surveys: 


NUMBER OF SUBSCRIBERS QUIZZED .... . 
NUMBER OF ANSWERS ..... + + «© ses 


600 
230 


ILLINOIS 


THE UNITED STATES NEWS 


MAGAZINE B 


MAGAZINE © 


MAGAZINE D 


MAGAZINE FE 


PENNSYLVANIA, CONNECTICUT, ILLINOIS COMBINED 
THE UNTETED STATES NEWS #4 
MAGAZINE B ...++e+6 +e © « « 
MAGARee GG. st it tt crt et thle lhe 
MAGAZINE Do... a re: 
MAGAZINE E..... re 


THE {; ASTEST MAGAZINE ON NATIONAL AFFAIRS 
* of J Monday thru explained @ interpreted: delivered Bocion Los Angee the following Monday 
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Co-op Head Sees 


Movement Replacing 


Economic System 


Cooperative Finance Is 
Next Major Goal of 


Organization 


Chicago, Oct. 17.—A cooperative 


economy may replace the present 
economic system in this country at | 
a time “closer than we know,” in 
the opinion of James P. Warbasse, 


president of the Cooperative Leag 


of the U. S. A., which is holding its 
12th biennial congress here this 
week. 


“If it does not,” continued Mr. 
Warbasse, “but instead goes through 
the distressful experience of fas- 
cism or socialistic stateism it will be 
for one of two reasons. The first 


of these will be that business men, 
the influential business element, 
continue to keep themselves in 
ignorance of economic facts and 
fundamentals and insist that the 
world shall not change and that a 
dead system is still alive. The sec- 
ond reason for the failure of this 
country to move toward civilization 
and democracy will be because 
cooperators have failed to build for 
the future substantially and well.” 

Exhibits demonstrating coopera- 
tive activities of the 2,000 retail 
cooperative societies in 40 states 
represented at the congress feature 
the distribution of such items and 
services as petroleum products, 
farm supplies, groceries, farm im- 
| plements, electrical appliances, elec- 
'tric light and power, books, phono- 
records, clothing, drugs and 
sundries, housing, medical care and 
hospitalization, telephone and burial 
service, automobile, fire, furniture 
and life insurance, food service in 
cafeterias, college eating clubs, 
recreation and education. 

The cooperative society policy of 
pushing cooperative products at the 


CBS AFFILIATE .. 


NEW ORLEANS 


50,000 WATTS 


The greatest selling POWER in the South's greotest city 


. NATIONAL REPRESENTATIVE . . . 


THE KATZ AGENCY, INC. 


ae ee 
ae a 


| cooperative 


expense of advertised brands is em- 
phasized in these exhibits, only 
cooperatively produced items win- 
ning a place of recognition. One of 
the co-op publications stated the 
attitude succinctly with these 
observations: 

“Advertised Brands? <A _ few 
highly advertised brands will be 
carried until members find that 
Co-op brands are as good or better. 
The Co-op specializes in stocking 
UN-advertised brands, at least equal 
in quality, but lower in price than 
well-known names. 

“Advertising is expensive and the 
consumer pays. No advertising can 
improve on the Co-op method of 
buying on the basis of government 
grades, clear specifications, or a 
stamp of certified quality.” 

In looking back over the quarter 
century since the founding of the 
league, during all of which time 
he has presided over its desti- 
nies, President Warbasse observed, 
among other things, that “we 
learned, as many other cooperators 
have learned, that national coop- 
erative education is the work of 
an educational organization. We 
learned that promotion, salesman- 
ship and advertising are one thing 
and education is another. Those 
who are not willing to profit by the 
past must not be surprised to find 
themselves condemned to re-enact 
its errors.” 


Plan Own Financing 


President Warbasse’s views on 
the political relations of the coop- 
erative movement took on height- 
ened interest because of the presi- 
dential campaign when he noted 
that “at the present time a candi- 
date for vice-president believes the 
method of business 
offers the best hope for this country. 
This is important because an en- 
lightened political government can 
do much for the promotion of this 
cause.” 

Probably the most vigorous activ- 
ity now manifest in the cooperative 
movement is that of cooperative 
finance, which was recognized as a 
weak spot in the co-op armor two 
years ago. Perry L. Green, presi- 
dent of the Ohio Farm Bureau and 
a member of the board of directors 
of the Cooperative League, revealed 
that the board is about to inaugu- 
rate and attempt to federate, on a 
national scale, a finance system to 
be operated on a cooperative basis. 


Claim 2,000,000 Members 


Just how formidable these plans 
are was revealed by Mr. Green 
when he said, “I am hoping that 
the organized cooperative move- 
ment in the United States may 
build, in the next decade, a system 
of cooperative finance institutions 
reaching back to every patron and 
member of every local cooperative 
society that will be able to serve 


| 
\the financial needs of the people 
which all these societies serve.” 

The total annual business of the 
American cooperative movement 
now is estimated at $600,000,000. A 
membership of some 2,000,000 is 
being claimed this silver jubilee 
week. The movement points with 
pride to its accomplishments of the 
past two years, including the erec- 
tion of a dozen refineries, mills and 
factories; the establishment of a 
cooperative bank; extension of elec- 
tric power to nearly 200,000 fami- 
lies; modernization of co-op food 
stores and pioneering in the intro- 
duction of government ABC grade 
labeling. Representatives of the 
league also declare that these devel- 
opments are paralleled by similar 
progress in cooperative insurance, 
medical care, education, burial asso- 
ciations and student cooperatives. 

To produce the commodities dis- 
tributed by retail consumer cooper- 
atives the co-ops have built cooper- 
ative oil refineries at Phillipsburg, 
Kans., Mt. Vernon, Ind., and Regina, 
Sask.; fertilizer factories at Balti- 
more, Indianapolis, Alliance and 
Maunee, O.; a paint factory at Alli- 
ance, O.; flour mills at Auburn, Ind., 
and Outlook, Sask.; feed mills at 
Manheim, Pa., and Superior, Wis., 
and a coffee roasting plant at 
Superior, Wis. 

The co-ops boast of having 
“broken the artificially high price 
maintained by the fertilizer inter- 
ests, saving farmers in the state of 
Ohio alone $700,000 in the first five 
months of 1940.” The movement 
claims that 8,500 cooperative credit 
unions with total assets of $200,- 
000,000 now are serving 2,500,000 
members. 


Compete with Chain Stores 


With the aid of the Rural Elec- 
trification Administration rural 
electric cooperatives serving 483,000 
rural families have built and ener- 
gized 198,000 miles of lines, the 
meeting was told. 

Boasting of the ability of coop- 
eratives to compete successfully 
with chain grocery stores, it is 
pointed out that in the last two 
years co-ops have adopted a uni- 
form label; have established two 
testing kitchens to give consumers 
control of the quality of the goods 
they handle; have pioneered in the 
introduction of government ABC 
grade labeling, and have launched 
an extensive program of store mod- 
ernization. 

Measured in dollar volume the 
distribution of farm supplies rates 
largest in cooperative activities with 
total cooperative purchasing in the 
1938-39 fiscal year reaching $416,- 
000,000 according to Farm Credit 
Administration statistics. 


Urges More Promotion 
E. R. Bowen, general secretary of 


the Cooperative League, gave a 


moment to the co-op’s own promo. 
tion problems when he noted that 
“we have now reached the point 
where our primary publicity pro- 
gram is based on the outstanding 
facts about the development of the 
movement in the United States. Tp, 
further such publicity we should 
organize a Cooperative Tour, we 
should finance a_ self-liquidating 
national cooperative film, we should 
prepare a Co-op USA pamphlet. 
We should raise the funds necessary 
to add to the national staff an edu- 
cational assistant to coordinate gen- 
eral literature publication, membe; 
discussion group outlines and em- 
ploye training school texts. We 
should strongly urge both positive 
cooperative legislation and the neg- 
ative elimination and prevention o{ 


legislative handicaps and inequal- 
i.” 
Howard A. Cowden, president o; 


Consumers Cooperative Association, 
North Kansas City, Mo., in telling 
of the trials and tribulations experi- 
enced in establishing cooperative 
manufacturing, observed that “the 
first cost of launching factories must 
be met, of course, but the difference 
between the cost of a product and 
the selling price—the thing known 
in privately-owned business as 
profit—is the margin that enables 
consumer cooperation to pay for 
factories of their own.” 


FORGET 


how your competitor 
advertises! 


Your profits are in people's 
minds. What they think GOV- 
ERNS what you sell. You 
ean make them think what 
you want them to think ... 
with SMALL ads. You can 
create and maintain unques- 
tioning preferences for the 
things you sell . .. with 
SMALL ads. You can deter- 

‘. mine today what buyers are 
| to think six months to a year 
| from today and you can make 
them think it ... with 
SMALL ads. Have you seen 

-. Mrs. Snyder’s newspaper ads? 
| the EDIPHONE newspaper 
‘| ads in the West? the 
. O-CEDAR newspaper ads? Do 
A you know about our PLAN? 

' our COPY? 


| ’ ’ 

OREN ARBOGUST 

:] ADVERTISING 

j Thirty N. Michigan Ave. 
CHICAGO 


throughout the store. 


to 54” wide. 
tie-up? 


TT LAS « 


Newspaper ads will pay extra dividends 
if enlarged and placed in windows and 
at strategic point-of-sale locations 
THE ATLAS 
DISPLAY PRINT is an economical, 
attention-commanding, photographic en- 
largement and can be made any size up 
Why not cash in on this 


from one original, 
in proportion, 


can be 


7575, and let us show 


abe ag PHOTO COPY COMPANY 


woRTH MICHIGAN 
ety eS el te Oe 


To Give You An Idea 


of the scale of prices and quantities, 
10 Display Prints enlarged to 24”x386" 
$1.70 each—25 at 
$1.40 each—other quantities and sizes 
Color is not restricted 
to black, but AT NO ADDED COST 
blue, brown or red on white. 


Write or phone ATLAS, Tareas 


you A 
new Atlas Display Print will help soive 
your display problem—economically. 


A 7 — - 


Mounted 


SIZE 24 x 36 


IN QUANTITIES OF 10 
Unmounted - 90¢ 


225 MW. MICHIGAN AVENUE 
919 WN. MICHIGAN AVENUE 
221 W Lacacce street 
104 S. MICHIGAN AVENUE 
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THE ENCYCLOPEDIA Cf 
“INFORMATION PLEASE” — 


attempt to answer THES 


; ft “a 
be : 
Ms 


ie a 
£2! a 3 es 
tna ‘tes . 

“a Van et - 


Why should | advertise when our plant is oversold? 

What will happen to our business if we don't advertise? 

If | do advertise, what kind of copy should be used? 

yo _ advertising be most helpful to the sales department under today's con- 
itions 

5. What is the most effective way to present an advertising program to management 

to get its OK? 

6. Where is the greatest room for the improvement of advertising? 

7. What are the most widely accepted fundamentals of copy writing? 

8. How can we help prospects make proper cost comparisons? 

9 

0 


PRE > 


How may mailing lists be successfully built and maintained? 
What kind of advertising do purchasing agents like best? 


OR THESE... 


1. Is your product best handled through an industrial distributor, a manufacturer's 
sales agent or a wholesaler? In your field. what percentage of total sales volume 
is accounted for by each of these distributive Actors? 

2. Which state has the greatest number of outlets for your product and which state 
accounts for the biggest volume of sales? Is this ranking likely to change? 

3. What new processes or trends will directly affect manufacture and distribution in 
your field? 

4. What new trends in other and perhaps unrelated fields may have a bearing upon 
your future sales volume? 

5. Are you getting your share of sales from all the states in your territory? 

6. How much of an effect will the national defense program have upon your sales or 
your supply of raw materials? 

7. Who, in the organizations distributingyour product, actually has the greatest influ- 
ence upon sales? 

8. What are the most likely new fields in your line open for market cultivation? 

. ls your potential market fully covered by your present distributive organization? 

10. How much of total industry volume is accounted for by your company? 


BUT.. AND.. 


You'll find the answers to the first set of You'll find the answers to the second set ‘ 
questions in the October issue of INDUS. of questions in the 1941 MARKET DATA 
TRIAL MARKETING. And, in each suc- BOOK. If you use business paper space to 
ceeding issue of INDUSTRIAL MARKETING promote the sale of your products, you'll 
you'll find outstanding discussions on the certainly want a copy of this 375-page 
advertising, selling and merchandising prob- book giving basic data on the industrial 
lems of companies manufacturing machinery and trade markets that represent your po- 
and equipment for industry and business. tential buyers. In addition, THE MARKET 
Each issue is replete with ideas and sugges- DATA BOOK lists the advertising rates and 
tions that will increase the effectiveness of circulations of the business papers that you 
your advertising and selling campaigns . . . will use to cover those markets. So, you 
hints on catalogs, sales letter stimulants, can readily see that this book will be a 
merchandising plans and scores of other most valuable source of information when 
subjects that are of vital concern to every you are preparing plans for your next adver 
company doing industrial advertising tising campaign. 


YOUR $2 SUBSCRIPTION TO INDUSTRIAI 
ENTITLES YOU TO A COPY OF THI Ll WAl 

BOOK THOUSANDS OF ADL ERTISIN 
EXECUTIVES ARE CONSTANT READEI f IVD 
TRIAL MARKETING AND A COPY OF THE MARKI 
DATA BOOK IS ALWAYS ON THEIR Dl 


INDUSTRIAL MARKETING 
100 E. Ohio St., Chicago 


Please enter my subscription to INDUSTRIAL MARKETING for one year—13 
issues, including the special Market Data Book Number—beginning at once. For 


one year ($2) ; or, two years ($3) . | enclose my check 
in full payment ; or, send me a bill 

Name Title 

Company 

Address 


City and State 
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CHRISTMAS 
-wernow! 


To one million families, Christ- | 
mas has a deeper meaning—it 
is Christ’s Birthday as well as 
a day of “Peace to Men of Good 
Will.” 


In these one million homes, the 
story of the Christ Child is told 
again and again, and this great 
holiday is celebrated spiritually 
as well as merrily. 


How natural to expect that in 
their gifts to family and 
friends, these people put an ex- 
pression that is more sincere, 
more reverent, because of their 
appreciation of the Day. 


Their choice of gifts this year 
will be much the same as yours, | 
but it can be determined more 
to your advantage if you ad- 
vertise to them through Our 
Sunday Visitor and The Regis- | 
ter. 


These are the that | 
interest- 
the papers to which they turn | 


week for 


papers 


serve their prime 


every information, 


instruction, news, entertain- 


ment, and guidance. 


THE REGISTER 


Write for “Why Should 1?°— 

the booklet of facts about this 

one million family Sunday read- 
ing audience. 


° 
Cc. D. BERTOLET & CO., INC. 


ADVERTISING REPRESENTATIVE 
30 N. Dearborn CENtral 0481 
CHICAGO, ILLINOIS 


Getting Personal 
Richard H. Grant, v.p. in charge of sales, General Motors Corp., 
missed the New York auto show for the first time in many years. 


He is in Harper Hospital, Detroit, for a complete physical check- 
up. 


Of the 600-odd Michigan alumni who took the boat trip from 
Gotham to Boston for the Harvard game, a sizable number earn 
their wherewithal from advertising. Arthur W. Kohler, Curtis Pub- 
lishing Co., is prexy of the N. Y. Michigan club which sponsored 
the trip. J. Kingsley Gould, National Distillers Corp., headed the 
cruise committee. In the party were Clarence Goshorn and Harold 
Dobberteen of Benton & Bowles, Cadwell Swanson of J. Walter 


Thompson (who lost $150 to a sneak thief), Jim Nutt of Arthur 
Kudner, Tim Elliott of Newell-Emmett, Ken Baxter of Frankfort 
Distillers, Chet ; i = 

Lan of Gen- 

i : AT CHEVROLET PRESS PARTY 


eral Electric 
Co., T. B. Rob- 
erts, Jr., of the 
Chicago Times, 
A. H. Gaines of 
the N. Y. News, 
Charles M. 
Bryan of Gen- 
eral Outdoor 
Advertising, 
Guy W. Bolte 
of This Week, 
Fred A. Healy 
of Curtis Pub- 
lishing Co., and 
others. 

The talk 
which David 
Sarnoff, RCA 
prexy, gave be- 
fore the Ameri- 
can Life con- 
vention in 
Chicago on 
“Science and 
Security” has 
been printed in 
pamphlet form. ceteeteemeenecmmniasies: Tce 2 
. . Oscar Wile, v.p., Schenley Distillers Corp., wasted no time after 
his return from Europe in acquiring a wife 

John Jackson, nat’l a.m., New Haven Register, has a new baby 
son which the father is already touting as a Yale athlete of the 
future. The grandfather is J. D. Jackson, publisher of the Register. . . 

Roy E. Larsen, president of Time, Inc., has accepted the chair- 
manship of the 62nd annual United Hospital Campaign drive in New 
York. Some 5,000 volunteer workers will be under him. . . Leonard 
Dreyfuss, head of United Advertising Corp., has been appointed a 
member of the New Jersey Defense Council by Governor A. Harry 
Moore. . . 

Forrest R. Geneva, immediate past president, Newspaper Adver- 
tising Executives Association, has a souvenir of his service to take 
back to his job on the Des Moines Register and Tribune. He was 
presented with a handsome wrist watch. . . Frank Tripp, of Gannett 
Newspapers, who has never held any official post with the NAEA, 
was handed a gold card, certifying that he is an honorary life member. 
Col. Leroy W. Herron, of the Washington Star, made the presentation. 
Incidentally, Herron served in both the Spanish-American and first 
world war. A high ranking officer in the Reserve, he is looking for- 
ward to No. 3... 

Mary Coffey, of Guenther-Bradford & Co., Chicago agency, found 
her desk blanketed with flowers when she reported for work Oct. 11. 
It seems that she completed 20 years’ service on that day... 

Jay O. Lasher, director of advertising of the American Chain & 
Cable Company, New York, has designed a button showing Uncle 
Sam’s head 
with the words, 
“IT am proud to 
be his nephew!” 
In a letter to 
Newsweek, he 
offers to donate 
any  commis- 
sions he may 
receive from it 
to the Ameri- 


When Chevrolet gave its annual press party in New York 

last week this foursome was among the 300 newspaper, maga- 

zine, radio and outdoor people who attended: Left to right, 

J. W. Dineen, director sales section, General Motors; W. E. 

Holler, general sales manager, Chevrolet; Thomas H. Beck, 

president, and A. H. Motley, executive assistant to the presi- 
dent, of Crowell-Collier Publishing Company. 


STILL BUSY ON GOLF LINKS 


can Red Cross 
Society. 

may W. 
Sherman, vice- 


president of 
Automotive 
Merchandising, 
has written a 
book, “I Believe 
in America, An 
American 
Manifesto,” to 
clarify Ameri- 


This foursome, at the recent meet of the Western Advertising canism. It is 


Golf Association, includes Norman Green, Crowell-Collier; Published by 

G. A. Kelly, vice-president, the Pullman Company; Charles Oskar Piest, 250 

Daniel Frey, agency head: and Dean R. Matson, Crowell- W. 57th street, 

Collier. New York, and 

sells for $1.50. 

C. Coe Buchanan, of the Buchanan-Thomas Advertising Company, 

Omaha, has been named chairman of the publicity committee of 
the Omaha Chamber of Commerce 

One of the 10 best dressed men in Indiana is the title which 
has been saddled on William Polje, adv. and sales pro. mgr. of Terre 
Haute Brewing Company, by the Indiana Clothiers Association. 
George Wiswell, of Chambers & Wiswell, Boston agency, made such 
a great record as commander of Crosscup-Pishon Post of the Ameri- 
can Legion that he has been re-elected. 

Sam Guard, livestock editor of Breeder's Digest and radio com- 
mentator for Dr. Hess and Clark, producers of livestock and poultry 
remedies, commutes by air from Indiana to New York each week 
to make his radio transcriptions 


More Pictures, 
Color, Urged for 
Farm Papers 


Chicago, Oct. 16.—More color, 
more pictures that tell a story, bet- 
ter paper and better printing are 
needed to improve farm papers. 
Those were the recommendations 
brought to the annual meeting of 
the Agricultural Publishers Associa- 
tion here today by W. Winfield 
|Challenger, director of typography 


for N. W. Ayer & Son, Philadelphia. | 


“The farmer of today has been 
brought in as close touch with mod- 
ern methods as those who come 
from the city,” said Mr. Challenger. 
“With the radio, the automobile, the 


PACA Considers 


7-Point Move on 
Consumer Front 


Los Angeles, Oct. 16.—A seve) 


point program based on as man: 
basic committees has been sug- 


gested to the Pacific Advertising 
Clubs Association as the answer t 
anti-advertising propaganda by Do: 
Belding, vice-president of Lord 
Thomas, who is president of the « 
ganization. 

M+. Belding proposes the follow 
'ing committees, each with at leas: 
|five members, for each advertisin 
club in the association, plus a: 
over-all chairman to _ coordina? 
|their activities: 


| telephone, the farmer is in constant | 


|touch with urban life. In many dis- | 


tricts a farm family buys almost as 
many luxuries as the city family. 
So, when you print a publication for 
the farmer today it should be 
smartly dressed. If you really want 
to make some improvements in your 
publication, make them lively, make 
them interesting, make them ex- 
citing.” 


Sweet New President 


The first series of farm statistics 
in the 1940 census will be available 
by February, 1941, the publishers 
were told by Dr. Z. R. Pettet, chief 
statisticign for agriculture of the 
Bureau of the Census. He said that 
there would be more agricultural 
census material available, including 
data on shifting farm populations 
and changes in tenure. 


| 
} 
| . . 

|dent of the association to succeed 


of the Pacific Northwest Farm Trio, 
Spokane. Other officers are: Horace 
C. Klein, co-publisher of the 


Lincoln, vice-presidents; Ed. F. 
Corbin, Successful Farming, Des 
Moines, secretary, and Paul Huey, 
Progressive Farmer, treasurer. New 
directors are Dan C. Rankin, pub- 
lisher of Southern Agriculturist, 
Nashville; Mr. Klein, Mr. Cowles, 
Neff Laing, Pennsylvania Farmer. 


Charles E. Sweet of Capper Pub- | 
lications, Topeka, was elected presi- | 


W. H. Cowles, Jr., general manager 


Consider Finance Details 


School committee to inclu 
Leieament personally acquainted wit 
|local educators and school autho: 
ties; educational committee wit 
j|members representing various m¢ 
|dia; consumer movement committe: 
| with members having contacts wit! 
women’s clubs, P.T.A.’s, servic: 
iclubs, and similar organization 
speakers’ bureau; publicity commit 
tee; and new membership commit- 
itee to show skeptics in advertisin; 
|'work why active club membershi; 
is good insurance for their very 
continuance in business. 

The program would be financed 
by units within the industry. De- 
tails are now being considered by 
the PACA board. 


Joins Segall Agency 

Margaret Hilbiber, formerly wit 
|Pacific Railways Advertising Com- 
|pany, San Francisco, has been ap- 
| pointed assistant account executive 
jand copywriter of Theodore H 
|Segall Advertising Agency, San 
Francisco 


Farmer, St. Paul, and Glenn Buck, | 
manager of the Nebraska Farmer, | 


Singh SONG OF sayES 


with Attractive 
ry ADVERTISING LITERATURE 
Reproduced Economically 
500—{8'/,"a1 1") copies $2.6} 
Additional 100s tle 
All Sizes — Color Work 
in Metropolitan N.Y ask for Salesman 


LAUREL 306535 Sox's «Ae Re 


. 


“ 


Who ever heard of a business 
paper built to give readers what 
they want instead of what some 
editor thinks they ought to have? 
It’s heresy! 


It’s contrary to pre 
PACKAG 


cedent! It's the new 


ING PARADE! 
xa 


“Read it from cover to cover,” 
phoned one leading packaging 
machinery executive, the day 
after September PACKAGING 
PARADE was mailed. “It's a 
knockout! Why didn’t somebody 
think of that before?” 


x~** 


People like to read ahout pee 
ple " That's 


interesting 


hecause 
than anybody. 
Which is why September PACK 
AGING PARADE 
people doing, saying, or 
various important things relating 


pe ople are 


more 


picture a 67 
being 


fa packaging. 


xe 


| Speaking of which, this is the 
time to tell you of the thousands 
of letters that have poured in con 
vratulating us on our September 


issue, There haven't been any 
thousands But there have been 
| dozens And they were spontane 


ous—and 98% complimentary. 


101 PARK AVE., NEW YORK 


‘RIGHT DRESS!! 


PACKAGING PARADE EXECUTES 
SNAPPY MANEUVER 


For instance, the president of 
Welch's Grape Juice wrote us 
as follows: “I have just gone 
through September PACKAG- 
ING PARADE and wish to com- 
pliment you. Every page is 
interesting and I will pass this 
magazine on to the production 
and advertising departments.” 


~** 


York 


weaft 


4 “ 
One New 


fwe middle 


advertiser got 
from 


his Se ple mbher ad in the same mail 


inquiries 


that brought him his copy of the 
PICK AGING Pa 


Ny pte me r 


RADE! 
~** 


PACKAGING 


“a new 


PARADE set 
pace in reader interest 

pace that will be accelerated as 
new issues 


10,000 


appear. It 


goes to 
packaging people wit 
proved spending influence. 65% 

that circulation is unduplicated! 
rhese 10,000 active spenders want 


tou know about your products. {| 


right TELL THEM about you 
products in PACKAGING PA 
RADE, a proven result-getter 


Rates moderate. PHONE, WIR! 


OR WRITE 


PACKAGING PARADE 


10,000 Circulation — 65°; UNDUPLICATED 
360 N. MICHIGAN AVE., 3 
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Control of ‘PM’ GATHER FOR ADVERTISING EXECUTIVES' CONCLAVE Editors of House inners 2ccepting, paid “adver- 


Passes to Field; eee = (Organs Planning ii exchange of ideas, the stand. 
Buys All Stock 


- ards of house magazine publication 
National Group through the country, and to increase 

New York, Oct. 17.—Marshall | St. Louis, Oct. 17—A national | t%€ number of Companes who 
Field III became sole owner of New sponsor such publications.” 
York’s no-advertising newspaper A score of speakers discussed 
here today when stockholders of various aspects of this form of pub- 
PM accepted his proposal to buy lication. 
up all outstanding stock in the 
four-month old paper. 

The scion of the famous Chicago 
family, who has cherished a desire 
to own a daily newspaper since his 
connection with the ill-fated Chi- 
cago Graphic, was one of the larg- 
est stockholders in the corporation 
which started PM last June. His 
original investment will be in- 


, 


federation of associations composed 
'of editors of industrial magazines 
and house publicatiens is foreseen 
}as a result of the first national con- ——— “ 
vention of industrial editors, held | . ; ¢ 
|here this week. The combined Prater Shifts Personnel . 
{membership of three — sectional Prater Pulverizer Company, Chi- 
| groups, the American Association of | ©@8°, has advanced O. W. Smith 
Industrial Editors, the Southwest- | {fom sales manager to general man- 
: ‘ ager. Roy Helgevold has been made 
ern Association of Industrial Edi- manager of operations in charge of 
tors, and the House Magazine In- plant and purchases, and George F. 
stitute, formed the nucleus of the | Thomas heads the newly created in- 
project in the first joint meeting. | dustrial division as sales manager. 


. ios 2 fold t d Almost 150 representatives of in- — 

‘rreased about five-fo o aroun ; Sg aiden , : . 

e1 000,000, according to terms of H. B. Jette, new national advertising manager of the Los Angeles Times, tells dustrial concerns publishing house | Philco Uses WU 

the deal made today : a story that gets plenty of response from Wm. T. Cresmer of Williams, Lawrence magazines attended the three-day | Pphileo Corporation used Western 

— ¥ tl ie 17 a stockholders & Cresmer, and John C. Blackmore of the Sioux City, la., Tribune. session Union messengers to make deliv- 
agin 00 ae , tl ‘ "a ier “Our aim is a national federation |eries of its new PT2 Transitone 

will receive 20 cents on the dollar 


. =[* ° of sectional groups, and not the | radio to 5,000 key dealers, the oc- 
and a class B common stock en- More Scientific Drive for Beer ” 


elimination of the smaller units,” | C@sion being timed with the Philco 
titling them toa 15 per cent inter- “ One hundred word announce- | said Howard A. Marple, editor of Jubilee, marking manufacture of 
est in the equity and assets of the Advertising Is ments and 5-minute addresses by |“Monsanto Magazine,” chief house the 15,000,000th Philco radio. 
new Pe ee hrs P sca also | 2 prominent New Englanders over publication of Monsanto Chemical 
bought up all outstanding bonus l: B WFEA, Manchester, N. H.; WLNH,| Company, general chairman of the MAILING SERVICE 
stock at a rate of 10 cents on the Essentia ¥6 arton | Laconia, N. H., and WNBX, Spring- poise pens a roe pee hal ig 
dollar. | Chicago, Oct. 17.—Increased pro- | field, Vt., will be used by the New dustry-sponsored magazines is one Multigraphing wae Filling-in 
Ralph Ingersoll, founder andj|ductiveness of advertising and | Hampshire League for Moderation of the greatest unexplored phases Add i Mimeo hi 
; editor of PM, was not present at/|sales is the key to overcoming the | in its campaign to permit the sale oe eae a end reseing— graphing 
x today’s meeting. He is enroute to|increasing cost of doing business, | Of beer and ale in New Hampshire. “a 0 Se hie that it is pe THE LETTER SHOP, Inc. 
London to make a survey of war| Robert B. Barton, vice-president, eg  ‘aaaiacaa aaa Law has non-competitive with siianememela’ 440 So. Dearborn St. Wabash 8655 
conditions, and at last report was | Batten, Barton, Durstine & Osborn, e€ account. . CHICAGO 
stalled at Lisbon after a Clipper | told the Kiwanis Club of Chicago at 
flight across the Atlantic. His ab-|a luncheon today which featured 


sence lent credence to the report |the organization’s observation of | x a \ 7 \ 7 \ a \ A \ 
that acceptance of the Field offer | advertising week. 


was a foregone conclusion. In this era of vanishing profits, 

It was learned that publication | there no longer is room for the av- 

will be continued at least until Dec. | erage amount of error which has 

ih 10. At that time, three months from |marked most business operations, 
1- the date when Mr. Field first of- | the speaker asserted, and for that 
fered to come to the rescue of the |reason there should be a more 


vs paper, a decision will be made as to | scientific approach to advertising to 

H continuance or liquidation. | assure its effectiveness. 

™ It was also learned that William | Advertisers have been backward 
Benton, co-founder of Benton &|about applying scientific, logical ont a ter mont 

om Bowles, who has been vice-presi- | analysis to their work for four rea- y : 
ient of the University of Chicago, |sons, Mr. Barton said: (1) they 


withdrew his financial interest some | haven't had to; (2) fear of stifling 
time ago. He sold out at a profit | and hampering creative effort; (3) 
to Mr. Field. |considered false economy; and (4) 


eS |lack of leadership in that direction. ol iP 
An Joins Berk [orodtendleg confronted with the prob- an year a er year, 
gus |lem of how much merchandise can 
be sold for the minimum of expen- 
diture, the advertising business 
turned to measurement of advertis- 


9 

A A 

ing effectiveness through services letion ~ Weseiness 
ARE such as Nielsen's of 


Bruce Angus has joined Harry A. 
Berk, Inc., New York agency. 


check mer- 
chandise movement, Starch’s read- 


S NC ership surveys of magazines, Gal- 

pEN/ lup’s newspaper readership surveys, s L, , 
and CAB radio listener checks. 

IN CHICAGO These measures have their own continues to ¢ t ¢ 


merits, Mr. Barton asserted, but all 
tend to tell what happened as a 
result of the advertising rather than 
why it did, thus leading to the next , 
step of finding out what will cause 

people to do what the advertiser magazine 


wants them to. In this direction 
advertising has turned to internal 

and external analysis of businesses 

and a study of consumer and dealer 

, . attitudes in an effort to determine 
’ appeals which will produce the 
| greatest effect, 


and thereby build 
The Herald-American shows gains advertising along a more 
in every advertising classification. 


, SEE PAGE 40 — L, L, . 

a iis Name Committee Heads y usiness men. 

il for Poor Richard Banquet 

: Committee chairmen for the Jan 
17 banquet of the Poor Richard 


Club, Philadelphia, which is dedi- 
cated to “The American Way,” are 


LeRoy D. Crane, entertainment: } 
/ 7 
Milton Herr, publicity; Roger W 
20 out of | Here publicly: Bog Ore 


scientific 


basis. 


Clipp, broadcasting; Arthur J. Ad- 


ler, decorations and arrangement; Ue. ‘ub, — 
is EVERY Howard Kairer, table prizes; Willis C h Cry , 
H Ambler, advertising signs : Cug] Pty, 
, , ; a Thomas J. Young, major prizes; Pir - Sit IN) 
poweriu alien James T. Gallagher, printing, and T1¢ 4 No 
| Isadore Buten, souvenir bags F ) Sa Te Cy 
, n the George Letchworth is chairman }) At, -. 
| 1+ eee AM + of the Franklin Day committee Ore Cc C "ene. 
: Sissy are which cooperates with the general WwW, Wr 
1 " rrying @ me banquet committee in planning th ? Pies Cd 
u je to! than 3.0 events leading up to the 1941 ban- «7 of “Te 
| snide within ¢ t 2 
\ oe. - Us; Iny Cad 
; ap eRe Pigg New NAB Trade Study les, n “ Oth 
50,000 Watts An automobile dealer’s use of Moy, ‘ Cr 
radio is reviewed in a new trade al “IN . 
WITTITTI TET ET study just issued by the bureau of Cc 
radio advertising of the National 
-— Association of Broadcasters 
7 ; ‘ 
a 


Miller Joins Korn 


Gilbert Miller has resigned from 


30 ~“~e=—— —. Continental Distilling Corporation, 
Sh - o Philadelphia, to jon JI M Kon i zzz a 
a, Feveport Louisiana |@pomenoionn 
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. . manufacturers to “home town | MEETING ’ 2 ’ 
Public Relations newspapers” and their markets, IOWANS HAPPY AT INLAND PRESS | House Beautiful 


Bureau Formed 
by Small Papers 


Plan Campaign for High 


Visibility as Efficiency, 
Factor 
Chicago, Oct. 15.—Formation of 


the Public Relations Bureau with 
the dual objective of introducing 


we C4p Back Issues 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


wilt 
OR mL ae 
HORE 


“Using 


for editorial and adver- _— ae 
in 
tising material. pt te 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL 


and of educating them to the im- 
portance of the visibility factor in 
advertising was announced to the 
Inland Daily Press Association to- 


day by Rov A. Brown, president, 
National Editorial Association, and 
publisher of the Independent, San 


| Rafael, Cal. While the new bureau 
will function independently of the 
NEA, it will have its headquarters 
in the latter’s Chicago offices. 

Non-metropolitan markets, Mr. 

3rown told the Inland, account for 
,60 per cent of all sales of branded 
| groceries, drugs and liquors. Com- 
munities of 25,000 or less also 
bought 60 per cent of the new cars 
sold in 1939. 

To impress manufacturers with 
the importance of this market, the 
Bureau will solicit the good offices 
of the home-town merchant, who, 
Mr. Brown said, regards his news- 
paper as indispensable. And to 
make it easy for agencies to do 
business with home town newspa- 
pers, a plan to cover an entire state 
with a single order and one piece 
of copy will be developed where it 
does not already exist. 

The Visibility-Economy method 
of evaluating newspaper advertis- 
ing was developed by Charles Al- 
len, assistant dean, Medill School of 
Journalism, Northwestern Univer- 


od gaan 
Gece wc a oe aa 


NUMBER TWENTY-ONE... 


ourselves 
tool” 
More than that, within 


daylights out of that ‘ 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


To those advertisers who realize 
as antiquated as Aunt Fanny’s outdoor plumbing 
—and that today’s printer MUS 
originate as well as the skill to — e—we present 

the American Colortype Company. 
e Ours is a full organization incorporating every 
needed to design and produce quality selling 
helps—from ideas to inks, dummies 


that happy balance of personnel that can lick the 
‘special »wroblem.”” 
our job for 45 years. And, we'd like to make YOUR 
xroblem ours . . . just as we have for a score of 
nnn top American enterprises from East to West. 


OUR SERVICES INCLUDE 


of a series - COMPLETENESS 


eer . . . se ¢ 
plain printin” is 


ST have the talent to 


to delivery. 
the organization we have 


It’s been 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 


AMERICAN COLORTYPE “COMPANY 


ot 


Association; Lee P. Loomis, 


Grange, Ill., Citizen; and Hollis 


Packing the luncheon food away at the 
Carroll, la., 
James Devine, Jr., 
Advertiser; H. P. Fursteneau, Ludington, 


E. P. Adler, publisher, Davenport, la 


at the Inland 


In this group at the Inland meeting are Gene S. McGuire, lowa Daily Press 
Mason City Globe Gazette; 


Herald; George C. Tucker, 
J. J. Devine & Associates; 


Harry A. Sward, general manager, Moline, Ill., 


| 
| 


Wm. L. Loomis, La 


J. Nordyke, Ames, la., Tribune. 


Lowers Newsstand 
Price to 25 Cents 
jin the newsstand price of House 


jannounced today by 


Anderson Special Agency. 
IMT) os os ante, low ees ake we 


sity, as a substitute for the “inac- 


curate milline rate.” 


Importance of Size 


It is based on the simple proposi- | 
tion that if’ a reader spends 30 
minutes on a 48-page paper, he is 
|/not as likely to see any certain ad- 
| vertisement as if he spends 30 min- 


|utes on a 12-page paper. Prof. Al- 
len developed a mathematical 
formula, which, taking this and 


|several other facts into considera- 
tion, finds that a paper of 2,000 
circulation and an inch rate of 50 
cents is more economical than a pa- 
per of 50,000 circulation and an 
inch rate of $3. The advertiser in 
the former would have 2.72 
of delivering a message 
penny expended, 
chances for every 
the larger paper. 

“In no sense does this story do 
violence to the known strength of 
publications with large circula- 
tions,” said Prof. Allen. “It does 
emphasize the importance of 
eral basic, determinative factors in 
arriving at the advertising efficiency 
of the small paper. The ability to 
deliver an advertiser’s message al 
small cost is the true test of ad- 
|vertising economy.” 


chances 
for every 

against 1.77 
penny spent in 


sev- 


Teach Character Judging 

The Human Audit Bureau, New 
| York, will give a course in scientific 
character analysis beginning Nov. 4 
The course, to be given weekly on 
Mondays, has been especially de- 
| veloped for sales managers, sales- 
men and executives 


| 


Show “Land of Liberty” J : 


| 


New York, Oct. 16.—Reduction 


Beautiful from 35 to 25 cents was 
Richard A 
Hoefer, publisher of the magazing 
The subscription rate will be low. 
ered from $3 to $2.50 a year. 

Pointing out that House Beautify! 
will become the only 25-cent maga- 
zine “devoted primarily to building, 
furnishing and _ gardening,” Mr. 
Hoefer said that an expanded edi- 
torial program will be launched to 
“present homebuilding and home- 
making news, trends and practica] 
suggestions that will aid progressive i 
families in their desire for finer 
living within their incomes. 


Pitluk Extends Awards | 
to High Schools 


Pitluk Advertising Company, San , 
Antonio, is offering silver and 
bronze medals to the first and sec- 
ond best students in the schools of 
journalism at Thomas Jefferson 
and Breckenridge high schools in 
that city. 

Similar awards have been made 
by this agency, through Jack Pit- 
luk, president, to students in the 
school of journalism at the Uni- 
versity of Texas for a number of 
years. tl 


4 & eo oe ee @ 


ome 


‘Land of Liberty,” a motion pic- B 
‘ture sponsored by the Motion Pic- 7 
ture Producers and Distributors of : 
America, will be exhibited for the H 
first time outside of the New York ta 


newspaper display contest. 


@ Practical experience in: Advertising copy, Layout, Sales, Merchan- 
dising, Publicity and Newspaper work. First prize winner national 
College graduate. Married. 
view, write Jack A. Fritzlen, 322 Hull Court, Waukegan, [lino ] 


World’s Fair, Oct. 23 in the Ben ye 
Inland meeting are James W. Wilson, rd eee Fog Mie the Advertising tl 
Webster City, la., Freeman-Journal; s ; B 
W. E. Day, Creston, la., News ° ° ™ 
Mich., News; and C. J. Anderson, C. J. Chic-Form Appoints C 
Chic-Form Mfg. Company, Chi- th 
cago, has appointed Frankel-Rose J 
Company, Chicago, to handle ad- M 
vertising for its brassieres. w 
Ww 
in 
A 
B 
te 
ré 
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B 
P 
ec 
Pi 
pr 
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rh 
Fr 
Nl 
D 
Ne 
, Times; Eugene McKinnon, ANPA; and 
Dispatch, discuss a knotty problem | 
Press meeting. 
NBC Shifts Two 
Paul McCluer, manager of the 
Blue network sales force in the 
Central division of the National 
| Broadcasting Company, has been 
made sales manager of the Red net- : 
work in the Central division, being 
succeeeded by E. R. Borrof of the PRE SRIOIVBIITIIM Tee lad LU teat te us 
division’s Red network sales staff. 
| | 
| 
| 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, 


“Representatives 
minimum 


Wanted,” and 
charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED : 
Editor—Long and valuable trade pa- 
per and magazine experience; out- 
standing record for developing reader 
interest and making money; prvtiific 
in ideas; strong in initiative; fiuent, 
yersatile, convincing writer, Em- 
ployed. Address 
Box 3157, ADVERTISING AGE, N. Y. 
Do You Need— 

an ADVERTISING MANAGER? 
a SALES PROMOTION MANAGER? 
a seasoned COPY WRITER? 

Talk With This Man 
As a copywriter he has developed and 
written national campaigns. He 
knows radio and commercial writing. 
His direct mail broadsides and letters 
get results. As an agency account 
executive he has performed every 
function of advertising management. 
As sales promotion manager he has 
revised each promotional operation in 
a complicated manufacturing project 
to new heights of sales effectiveness. 
He wishes now to pool these experi- 
ences and abilities permanently where 
there's a big job to be done, among 
real people. He asks for an oppor- 
tunity to talk with you about him- 
self and your problems. Address re- 
biy to 
Box 3158, ADVERTISING AGE, Chgo. 


ATTENTION ADVERTISING 
MANAGERS! 
Do you need a capable assistant? 
Here is an opportunity for you to ob- 
tain the services of a hard-working 
young man, who has had 8 years’ ex- 
erience in advertising, with a na- 
tionally known manufacturer. Knows 
advertising production, all its phases. 
Box 3152, ADVERTISING AGE, Chgo. 
This Man Is Worth Talking With 
Creative and intelligent, with prac- 
tical selling ideas plus a clear ana- 
lytical mind. Highly experienced in 
ull phases of advertising including 
Mail Order, Direct Mail, & publicity 
writing Excellent on detail. Good 
work organizer. Capable of produc- 
ing under pressure. Available now. 
Address 
Box 3161, ADVERTISING AGE, Chgo. 
Thoroly exper. trade paper mer., edi- 
tor and copywriter, successful selling 
record, available to Chgo. publisher. 
Unlimited references. Address 
Box 3162, ADVERTISING AGE, Chgo. 
Practical experience in: Advertising 
copy, Layout, Sales, Merchandising, 
Publicity and Newspaper work. First 
prize winner national newspaper dis- 
play contest. College graduate. Mar- 
ried. For interview, write Jack A. 
nen 322 Hull Court, Waukegan, 


POSITIONS WANTED ce 
Young Lady—Top notch secretary, 
| continuity writer. Now emp. Desires 
position in Chgo. agency. Alert, ver- 
satile. 5 years agency experience. 

Box 3165, ADVERTISING AGE, Chgo. 
Advertising Agency experience de- 
sired as assistant in idea—copy—lay- 
out... by creative ability plus sales 
personality. Background: Commer- 
cial Art, Window Display, Selling, 
Ass't. to Mer. Printing Co., past 3 
years. Knowledge Typography & 


typing. 

Box 3167, ADVERTISING AGE, Chgo. 
COPYWRITER—CONTACT MAN, 
NOW EMP. 
connection with Chgo. agcy. 

exp. in Food, Drug, Cosmetic, 
Radio & mail order. Now earning 
$5000. 


Box 3164, ADVERTISING AGE, Chgo. 
HELP WANTED . 
AGENCY WANTS— Man or woman 
copywriter with experience in cos- 
metic advertising. Full or part-time. 
State qualifications, 
Box 3166, ADVERTISING AGE, Chgo. 
REPRESENTATIVE WANTED | 
Small but well-established technical 
publication wants a young space 
salesman who is now representing 
one or two papers in the Chicago ter- 
ritory. Write in detail to 
Box 3160, ADVERTISING AGE, Chgo. 
REPRESENTATIVE AVAILABLE 
SALESMAN WANTS TO REPRESENT 
MANUFACTURER in New York City. 
Any good commercial line or bona 
fide proposition with money-making 
possibilities considered. No unestab- 
lished schemes wanted. If you need 
sales representation in New York 
City, please write me for further in- 
formation. Correspondence confiden- 
tial. 
Box 


desires 


‘ yrs. 


3163, ADVERTISING AGE, Chgo. 
SC POST CARDS a 
“PHOTO” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, 
Hamilton, Ohio. 


MISCELLANEOUS se 
WARNING 

the Secretaries 

Y. Advertising 


to of 1400 
N. executives 
boss will 


Your 
you 


be mighty angry if 
have not already shown him the 
first shot in the VIVAD campaign 
which Western Union distributed this 
morning. 


Dietz Joins Sarra 
William E. Dietz has joined Sarra, 
New York, in a contact post. 


The Herald-American shows gains 
in daily circulation and Sunday 
circulation, 


SEE PAGE 40 


American Weekly’ 
Rates, Guarantee 
Revised Upward 


New York, Oct. 17. — Effective 
| with the issue of Jan. 5, 1941, The 
|American Weekly will be dis- 
tributed with the Philadelphia Rec- 
|ord and Miami Herald, it was an- 
|nounced here today. After Dec. 
| 29, 1940 the magazine will no longer 
'be distributed with the Houston 
| Post and Milwaukee Star Journal. 

The magazine also announced 


| that, effective with the April 6, 1941 


‘issue, the circulation guarantee will 
be stepped up from 6,200,000 to 6,- 
750,000 and, simultaneously, an in- 
creased schedule of rates will go 
into effect. The new rate card will 
list color pages at $18,000; 1,000- 
line color units, $12,500; half-page 


color units, $12,000; 4/7 page color | 


units, $14,000; and black and white, 
per line, $10.50. 


FAMOUS EDITOR TALKS TO INLAND 


Charles H. Dennis, editor emeritus of the Chicago Daily News, was one of the 


featured speakers at the Inland meeting. 

Burgess, La Crosse, Wis., Tribune and Leader Press; C. F. Karstaedt, Beloit, Wis., 

News, who is the Inland president; and Paul Scott Mowrer, editor, and L. E. | 
Aldrich, Chicago Daily News. 


Pichel Names Agency 


| Pichel, Inc., New York, has ap- 
pointed Donahue & Coe, New York, 
to handle promotion of its hand- 


bags. 


20 Hours 
|| DAILY SERVICE 


for more than 3- 
000,000 persons 


the Shreveport 


within 
trade 
area. Full time leased 
both Associated 
He is shown here, at left, with Wm. T. | ress and United Press 
On the air from 5 A.M. to 


1 A.M. Truly a MUST for 


wires of! 


your radio time 


Metropolitan to 


on Colorgravure 


New York, Oct. 17.—A plan for 
simplifying the production details 
involved in preparing copy for 
newspaper colorgravure will be in- 


Newspapers on Jan. 1, 1941. The 
new procedure is expected not only 
to centralize production but to in- 


Hereafter the negatives and 
necessary color separations and 
guides will be furnished by the 
|advertiser, thus standardizing the 
operation in a manner similar to the 
| practice followed in handling four- 
|color magazine advertising. A re- 
‘duction in colorgravure space rates 
|}will be put into effect which will 
|more than compensate for the cost 
lof preparation and negatives, ac- 
cording te A. C. G. Hammesfahr, 
speaking for the newspaper group. 
| “This procedure, we believe, will 
tend to avoid the confusion and 
|many diversified production han- 
dlings on this type of advertising,” 
he said. “Furthermore, the con- 
tractual arrangements between pub- 
|lisher and printer are now simpli- 
fied to a paper and printing basis 
eliminating, ‘unknown 
considerations in the preparation of 
|negatives and positives.” 


Easy Washing 
Makes Comeback 
After 10 Years 


Syracuse, N. Y., Oct. 17.—Return- | 


|}ing to national advertising after a 
| ten-year lapse, Easy Washing Ma- 
chine Corporation launched a cam- 
paign this week in full-page, two- 
color copy in The Saturday Eve- 
|ning Post. In addition to monthly 
| insertions in the Post, Better Homes 
| & Gardens, Good Housekeeping 
j}and Ladies’ Home Journal are also 
on the schedule for black and 
white quarter pages. 

Instead of emphasizing price, the 
|conventional procedure in washing 
machine advertising, current pro- 
motion stresses the new features 
and better values offered in the 
1941 line. A new model, the Spira- 
matic, and the Spindrier are fea- 
tured in the copy. 

Easy has also increased its co- 
operative newspaper’ advertising 
program by 25 per cent and has 
prepared a mat book suggesting 


four different copy approaches for 
dealers. A planned campaign with 
a central theme, using any one of 


the four appeals, is described. 
Plans also include insertions in 
— |farm publications. Batten, Barton, 


EW PROSPECTS 


thing required for an effective, quick 
100,000 pieces of mail. 


TRADE CIRCULAR 


Dept. AA. 27 
a 


found in NEW MAILING LISTS 


For additional lines of business or trade outlets for YOUR goods or services, 
consult our 1940 Mailing List catalog. 
imate counts, to choose from. Will gladly assist in making selections, give 
total counts for a group of states, and tell you how we can serve you in 
many ways, from making plans, writing copy, printing letterheads and fold- 
‘ts, to doing your multigraphing, addressing and mailing 


| No job too small—or too large. 
What do you wish to have done? 


South Market Street 


may be 


Over 6006 classifications, with approx- 


in fact, every- 
job of sales promotion. Daily capacity, 


ADVERTISING CO. 


Chicago, TL 


Durstine & Osborn handles the ac- 
count. 


Columbia Adds Strumpf 


Milton Strumpf, formerly as- 
sistant sales promotion manager of 
the men’s clothing department of 
R. H. Macy & Co., New York, has 
joined the sales promotion depart- 
ment of Columbia Recording Cor- 
poration, Bridgeport, Conn. 


Funk to Curtis Paper 
John Funk has been appointed 


art director of the Country Gentle- 
man, published by the Curtis Pub- 


llishing Company, Philadelphia. 


Karn Joins Agency 
Change Production 


tor of sales and merchandising for 
the Schenley Blend Division, Schen- 
ley 
York, has resigned to become vice- 
president of Brown & Thomas Ad- 
| vertising Corporation, 
agency in charge of this part of the 


troduced by Metropolitan Sunday | will take over Mr. Karn’s duties. 


50,000 Watts 


A SHREVE P ORT TIMES BT4TION 


KW KH 


Willard S. Karn, national direc- 


Distillers Corporation, New 


New York, 


Ceapeateting dy The Duanham Ca 


Schenley account. J. L. Leban, —=—- Dp —-* 
|Schenley general sales manager, Shreveport Louisiana 


sure better printing results as well. | 


quantity’ | 


Paper is the base of the job, but when you prepare your booklet, 


folder, catalog or broadside for the press, when the time comes to 
decide on line cuts or halftones—letter press or offset—color or black 
and white, your printer is the man who can give you expert and pro- 


fessional assistance. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street, New York, N. Y. Branch Offices. BOSTON « CHICAGO « CLEVELAND 


Conall your 
Funter 


WRITE TODAY for this new broadside, featuring utility of 


all |. P. grades. Write on your business letterhead, address- 
ing Sales Department E, 


AN INTERNATIONAL PAPER VALUE 


Made by the Makers of 
SCRIPT « 
BOOK «+ 


ADIRONDACK BOND & LEDGER « INTERNATIONAL MIMEO- 
INTERNATIONAL DUPLICATOR + BEESWING MANIFOLD + TICONDEROGA 
TICONDEROGA TEXT + INTERNATIONAL TI-OPAKE *« CHAMPLAIN BOOK 
SARATOGA BOOK «+ SARATOGA COVER « LEXINGTON OFFSET 
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1949 


Refrigerators No 
Longer Rated as 
Seasonal Item 


Stewart-Warner Readies 
Record Campaign for 


December Inaugural 


French Lick Springs, Ind., Oct. 


17 


which held _ its 


here and at 


refrigerator 
Indianap- 


The largest national consumer 


Refrigerators no longer can be | 
rated as a seasonal item in the opin- 
ion of the Stewart-Warner Corpor- 
ation, 
convention 
olis this week, a month earlier than | 
usual, thus giving dealers an oppor- 
tunity to take better advantage of 
the Christmas market. 


| 


| which 


foe STRIBLING scecates 
LAYOUTS 


atl AR T 


ILLUSTRATING 
CENTRAL 9503 


RETOUCHING 
140 South Dearborn Street, Chicage, Ill 


© 
Sy 
oy 
y 
S 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time 

clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-] 
service. Phone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


an now enjoy its 


many éecvantages. 


AmEniCan seaTing 
cemranT 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


advertising campaign ever under- 
taken by the Stewart-Warner ap- 
pliance division, with main empha- 
sis on the Dual Temp refrigerator, 
which is entering its third year, was 
revealed by C. C. DeWees, adver- 
tising manager for the division. 

The 
lined calls for 18 two-color, page, 


half-page and two-thirds page in- | 


sertions. Beginning with the Dec. 
7 issue of The Saturday Evening 
Post, these will continue through 
the spring in such publications as 
Better Homes & Gardens, Country 
_Gentleman, Good Housekeeping and 
McCall’s. 


Stresses Three Features 


Consumer copy will stress the 
freezing locker, the Sterilamp for 
eliminating ice box odors, and hu- 
midified air. 
began in October issues in 
the refrigeration industry and allied 


fields, points out that about 80 per | 


cent of last year’s sales were “step- 
up” sales, prospects originally plan- 
ning to buy a cheaper refrigerator, 
| and that nearly 50 per cent of Dual 
|Temp sales were made to replace 
|other electric refrigerators. Trade 


magazine schedule he out- | 


Business paper copy, | 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


| paper advertising also will point out | 


that the Stewart-Warner dealer will 
be guarded against ‘cheap price- 
/no profit’? competition. 

The merchandising program will 
include a finance plan with a num- 
ber of features including a 
purchase plan, designed to build 
holiday volume. A _ full-color, 
Hollywood-made sound picture, 
“Betty Puts Her Budget on Ice,” 
also is planned. A home economist 
program will be directed by Fran- 
ces Weedman. This program will 
be directed to the farm market and 
will provide direct tie-ins with the 


merchandising efforts of frosted 
food manufacturers and owners of 
locker plants in rural territories. | 


The program also will feature seals 
of approval awarded Dual Temp re- 
frigerators by Good Housekeeping 
Institute, the Armour’ Research 
Foundation and the Birdseye 
frozen foods organization. 

Hays MacFarland & Co., Chicago, 
is the agency. 


Loma Linda Appoints 


Loma Linda Food Company, Ar- 


lington, Cal., has appointed Gerth- | 


Knollin Advertising Agency, San 
Francisco and Los Angeles, to han- 
dle all of its advertising. Newspa- 
pers, radio and magazines are 
currently included. Nationally dis- 
tributed through health food stores 

and throughout the Pacific Coast 


area in grocery stores—the Loma 
Linda line includes Ruskets and 
Kris-bits, dry cereals; Breakfast 


Cup, coffee substitute; and a line 


of soy bean products. 


Godotsky to WCNW 


Elias I. Godofsky, Brooklyn 
weekly newspaper publisher for 
over a decade, has joined the staff 
of WCNW, Brooklyn, as commercial 
manager. 


Mary Del Boca Made A.M. 


Markets, | 


Chain 


Big Bear Super 
Jersey City, N. J., has appointed 


Mary Del Boca as advertising man- 


ager. She has been with Big Bear 
five years. 


To O'Dea, Sheldon 


American Credit Indemnity Com- 


pany, New York, has appointed 
O'Dea, Sheldon & Canaday, New 
York, to direct its account. 


winter | 
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To stay at the 
“Bellevue” 


is to enjoy the thrill of living 
where everything of impor- 


tance in Philadelphia's social 


happens. Rates are reason- 


able. 


BELLEVUE 
STRATFORD = # 


IN PHILADELPHIA F 


CLAUDE H BENNETT re 


(remeral 


Manager 
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Woodard Joins Compton 


Seaward Woodard, formerly with 


Benton & Bowles, New York, has 
joined the traffic department of | 


Compton Advertising, New York. 
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JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY . 
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% Gain % Gain 
41-Week 41-Week 41-Week or Loss’ or Loss 
Period Period Period 1940 1940 Week Week % Gain 
Ended Ended Ended over over Ended Ended 
ret. 15, 1938 Oct. 14, 193% Oct. 11, 1940 1938 1939 Oct. 14,1939 Oct. 11, 1940 | s 
Akron, © 9,322,142 7,676,296 7,481,349 19.8 2.5 207,970 206,227 0.8 
Albany, N. Y¥ 6,635,194 6,427,975 6,054,030 8.8 5.8 177,464 164,350 7.4 
Atlanta, Ga 12,109,390 13,734,084 12,063,660 0.4 12.2 399,392 351,974 1.9 
| Baltimore, Md 16,926,637 17,046,755 17,425,741 2.9 2.2 19,420 520,691 0.2 
Birmingham, Ala . 9,822,512 10,374,270 11,057,532 + 12.6 6.6 293,300 259,798 1.4 
Boston, Mass P 14,961,050 14,854,881 14,050,733 6.1 5.4 482,463 429,825 4 
| Bridgeport, Conn. 6,999,300 7,622,334 7,948,224 13.6 + 4.3 217,868 214,844 1.4 
Buffalo, N. Y 12,379,542 12,071,170 11,771,167 4.0 2.5 336,152 371,806 ie 
Cumden, N. J 2,977,408 335,607 $1,179,543 40.4 25.3 95,243 104,336 ; 
(‘edar Rapids, la 5, 744,398 912,468 26,599 0.5 1.8 107,310 111,776 9 
Charleston, W Va 7,490,002 7,963,084 7,951,952 6.2 0.1 210,696 213,556 4 
Chicago, 11) 23,987,462 22,770,24 22,192,517 7.5 2.5 698,686 681,430 5 
}Cineinnati, © - 11,955,979 12,110,837 12,872,13 7.7 6.3 94,749 $62,591 2 
Cleveland, © 11,639,532 13,834,892 14,569,568 23.5 3.9 i76,180 387,924 1 
Columbus, © ; 4 SS6,185 10,347,111 10,309,809 7.5 o.4 315,699 304,026 7 
} 
Dallas, Tex 16,097,074 16,175,249 15,722,31¢ 2.3 2.8 $72,337 $56,136 4 
Davenport, la 7,349,849 7,301,820 7,333,942 0.2 0.4 224,448 IS7,8%4 
Dayton, ©. 9.912.172 10,717,986 LO.433,18¢ 10.3 20 292,138 307,392 2 
Denver, Colo 6,656,057 7,052,858 6.683.497 4 5.2 168.601 177,130 1 
Des Moines, ta 5b. O04,094 4,984,228 5,184,413 3.6 - 4.0 133,925 136,485 i] 
Detroit, Mich 13,767,686 15,586,797 16,314,103 18.5 + 4.7 166,294 171,380 1.1 
Kl Paso, Tex 7,783,680 8,147,191 8,256,568 6.1 + 1.3 194,242 208,656 7.4 
| irie, Pa 7,S11,078 7,450,016 7,276,598 6.0 2.3 192,696 213,486 0.8 
Evansville, Ind "413,642 180,470 1505.16 10 + 3.5 257,012 224,616 ' 
Fall River, Mass 2,429,087 2,667,769 697,97 11.1 +11 62,006 66,305 4 
Flint, Mieh 5,550,538 6,342,370 6,971,202 25.6 + 9.9 166,124 182,476 18 
Fort Wayne, Ind 8,355,865 8,341,350 8,557,039 +24 + 2.6 259,910 228,144 4 
(iary, Ind 4,328,609 4.646.537 », 007,462 + 15.7 1.7.8 138,810 159,694 
Grand Rapids, Mich 4,023,512 6,795,054 7.130.102 9.6 + 4.9 192,574 244,552 
Greenville, S. C », 130,473 », 240,184 810,142 + 13.2 10.9 175,759 155,371 
Houston, Tex 12,951,100 13,598,168 14,814,686 + 14.4 &.4 383,586 421,800 “if 
Huntington, W Va 5,648,927 6,218,770 6,511,661 + 15.3 + 4.7 209,563 170,272 8.8 
Indianapolis, tnd 12,395,378 13,063,818 14,030.65 + 13.2 7.4 137,038 $25,250 7 
Jacksonville, Fla 6,723,084 7,243,796 7,542,402 +12.2 + 4.1 245,448 184,338 
Jersey City, N. J 1,625,885 1,654,360 L674,789 + 3.0 1.2 56,257 $4,735 2 
Kansas City, Kan 2,137,149 OOS, 145 2,358,153 10.3 12.4 67,249 53,270 
Knoxville, Tenn TR877,967 S, 390,345 275,554 5.0 1.4 269,178 209,804 - 
Little Rock, Ark 4,240,942 206,459 HO 2a4 " + 4.9 193,270 208,418 ; 
Los Angeles, Cal 18,324,428 149.400.1114 16,026,070 3.8 1.4 515.605 921,019 
Louisville, Ky 10,926,066 11,254,656 11,494,050 5.2 2.1 311,303 $07,311 
Lynn, Mass 6,216,126 ' 18.352 O7F4,134 + 13.8 &.2 164,500 182,308 
Manchester, N. H 2,841,002: T1591 "7.68 14.6 1.4 67,708 72,206 
Memphis, Tent 8,825,824 1,432,192 10,183,608 15.4 8.0 271,810 274,176 
Miami, Fla 10,040,297 10,028. 8294 LO. 863.477 S.2 Qs 04,155 00.564 
Milwaukee, Wis 11,676,162 11,104,401 12 027,105 aD x3 332.679 21,480 
Minneapolis, Minn 10,476,086 1O.759.970 9,707,271 7.4 as 287,188 278,808 ’ 
Moline, Rock Island, Ill 6,550,992 6,521,228 6,587,758 O68 1 190,386 166,824 ‘ 
‘Nassau County, lL. I 1,903,526 2.072.200 1S05.358 0.4 SD #8051 58,451 t 
New Bedford, Mass 2,428,174 2,450,758 2,774,618 14.5 13.2 635,532 75,138 
New Haven (Conn 7.097.538 7,210.9 7,012,386 Ss + 4,2 202,902 193.858 
New Orleans, La 14,771,777 15,228,793 15,656,720 6.0 2.8 $15,467 B71, 856 
New York, N. ¥ 16,149,42 45,743,677 15,039,973 2.4 1.5 1,537,848 1,496,290 
Brooklyn, N. Y 1863.60 O82 856 2.743.857 ean llw G2 890 85.421 
Norfolk Va 7.290, 584 1.45 148 x0 m0 10 7.6 207.564 2°24 014 
}Oakland, Cal 7H6H, 289 6.253.828 6,907,060 14.8 10.4 191,871 195,144 
Oklahoma City, Okla 8,265,360 7.055.058 6.226.366 2 8 11.8 184.646 168.546 
Omaha, Neb 4.713.979 1547.08 1.68 7) “7 ,O 121.286 145.66 
| Peoria, 11 8,055,507 8.488 1265.81) 318.60 4 "62 O85 202 4 
Philadelphia, Ta 20,737,855 1.418.050 2 407.074 SO +4 653,839 670.07 
| Phoenix, Ariz 155,434 718.38 6.291.166 6 14 142.128 154 
| Pittsburgh, Pa 17.000.916 797.684 16.457.042 1? 187.326 04.141 
Portland, Ore 9,272,752 “7 8.49294. 300 x 40. S00 q 1 
Reading Pa +,426,111 H0O,38 S6 12.9 7 025.93 
} Riehmond, Va 1493.960 0 
Rochester N \ 11,4 12 
Rockford, 11 6,027.4 
| Sucramente i” ee 1075 
s At ni I } S670 
Sat Diego, Cal +48 We 
Seattle Wa 
South Bend, Ind 1,002,925 
Spokane, Wast », 217,810 
st Louis Mi 13.778,2 
st Paul, Mint SS17,5 
Syracuse N \ 804.329 
Tacoma, Wastl 1001344 
Tampa Fla 1646 \ 
Toron i) ( {55.46 
Tres N y 18 0 
Tu Okla > 215 one 
W hingt | ( 7.008.989 ' 
‘ t wi a) 644.988 
Tota 791.731.6 ’ ‘ 
1 Akron T ‘ Press discontinued Aug 
Chicago Herald & Exam. discontinue 
OkKlahoma New discontinued Feb. 2 
i News-Tin li ued Dee. 28, 19 
San Diego Sun suspended publicatior 
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ADVERTISING AGE 


Dailies Approve 
Committee fo Sift 
Visualization Plan 


Chicago, Oct. 17.—After the pro- 
posed newspaper circulation visu- 
alization plan had been taken for 
q terrific ride by members of that 
division of the Audit Bureau of 
Circulations here today, S. E. 
Thomason, publisher, Chicago 
Times, and Walter M. Dear, gen- 
eral manager, Jersey Journal, Jer- 
sey City, collaborated to throw oil 
mn the troubled waters and insure 
thorough consideration of the in- 
novation in the future. 

Col. Thomason’s resolution, pro- 
viding for appointment of a com- 
mittee of seven newspapermen to 
sift the idea in cooperation with the 
six newspaper members of the 
\BC board, carried after he had 
made a strong plea for “horse 
sense” in relations with advertisers 
nd agencies. 

E. R. Hatton, circulation mana- 
ser, Detroit Free Press, who pre- 
sided at the newspaper meeting, in- 
troduced the subject by explaining 
that as a result of sentiment mani- 
fested two years ago, which ABC 
newspaper directors regarded as a 
mandate, they had declined to serve 
n the ABC committee which 
evolved the new version of visuali- 
zation, while standing ready to as- 
sist it. 


Kynett Urges Adoption 


In the absence of B. C. Duffy, of 
Batten, Barton, Durstine & Osborn, 
‘hairman of the committee which 
nceived the plan, H. H. Kynett, 
\itkin-Kynett Company, Philadel- 
phia agency, urged its adoption. Mr. 
Duffy, it was announced, was on 
the operating table in a New York 

spital as the ABC convention 
pened. 

The agency problem, Mr. Kynett 
said, is to parallel sales effort with 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


metropolitan and other newspapers. 

| Agencies do not think of these pa- 
| pers as competing, but as compli- 
|mentary. The agency, he said, is 
called on to perform with higher 
efficiency every year in the inter- 
est of its clients, and while the mil- 
'lenium has not yet come, it is do- 
ing a better job all the time. 

The visualization plan, he said, is 
lin effect already, since 
every important agency now makes 
its own calculations of the relation 
of coverage to the total number of 
families in each county. The plan 
will, in the long run, redound to 
the benefit of the newspapers, Mr. 
Kynett asserted. He warned his 
audience that “kidding the adver- 
tiser’”’ is dangerous business, no 
matter who indulges in it. If the 
newspapers reject the present pro- 
posal, it will be necessary to pre- 
;sent the same information in some 
other way. 


Explains Special Problem 


R. B. Cowan, of the Toronto Star, 
said in rebuttal that the visualiza- 
tion plan is ‘‘on the ridiculous side.” 
He said that a considerable propor- 
| tion of the population of Toronto is 
French, and that if the Star’s cir- 


culation is divided by the total of | 


|English and French families to get 
a percentage figure, the result 
would utterly fail to reflect the 
| position of the newspaper in rela- 
tion to potentialities. 

Clark F. Waite, president, South- 
ern California Associated Newspa- 
pers, gave an illustration of how 
the visualization plan might work 
in the case of two California dailies. 
The Glendale News-Press, enjoying 
a total circulation of 132,000, has 
|;only about 2 per cent in Los An- 
geles County. The Santa Ana 
Register was once in Los Angeles 
|County, but escaped from this 
| plight in the course of time and is 
;}now in Orange County. Its total 
|circulation is about the same 
|that of the Glendale News-Press, 
but its percentage of the total 
|county population is 45. 
| 


| a 
‘Flaherty to KSCJ 

Eugene T. Flaherty, former news- 
paper publisher, public relations 
counsel and, until two years ago, 
manager of the Iowa Daily Press 
Association, has been named man- 
ager of KSCJ, Sioux City, la., suc- 
ceeding Charles Corkhill. The sta- 
tion will operate both day and night 
with 5000 watts power when new 
equipment is installed 


Wachovia Bank Ads Tops 


Wachovia Bank & Trust Com- 
pany, Winston-Salem, N. C., has 
been awarded first place in the 
1939-40 competition for having the 
best bank advertising in the United 


States and Canada, conducted an- 
nually by Vincent Edwards & Co., 
New York. 


Names Moss Agency 
Pleasantaire Corporation, Wash- 
ington, D. C., has named Moss As- 


sociates, New York, to direct adver- ' 


tising of its air conditioning equip- 
ment. Business papers will be used. 


Michel Moves 


A. Eugene Michel and Staff, New 
York agency, has moved from 132 
W. 3lst street to 2 Park avenue. 


virtually | 


as | 


Newspaper Group 
fo Give Study to 
Visualization Plan 


(Continued from Page 1) 
vision reaffirm its belief in the prin- 
ciple that buyers will be aided in 
more intelligent selection of news- 
papers for advertising by a break- 
down of distribution by counties 
and important cities which will 
show, by percentage, the density of 
the population in relation to the 
population by families in such 
counties or cities. 

“We recommend that the plan be 
tried out on an optional basis for 
one year and that in the meantime 
the board of directors make fur- 
ther study of a plan to obviate ob- 
jections now apparent, and that in 
such study the assistance and co- 
operation of the newspaper direc- 
|tors of the board be enlisted.” 

A slight flurry developed this 
morning over expenses of the spe- 
cial newspaper committee which 
will work with newspaper direc- 
tors, but directors indicated that 


they will vote that these expenses | 


be allocated to the ABC general 
fund. 
Pick New Director 
The newspaper division had to 


elect one more director than it ex- 
pected to when J. Noel Macy, West- 
chester County Publishers, Inc., 
Yonkers, N. Y., representing Class 
5, or newspapers with less than 
15,000 net paid circulation, resigned 
in anticipation of being called into 


federal service with the New York | 


National Guard. Ernest G. Smith, 
Wilkes-Barre Record and Times- 
Leader, News, declined to accept re- 
election because of his new duties 
as military adviser to the governor 

Verne E. Joy, Centralia Sentinel, 
who has represented Class 3, news- 
papers published in the Central 
Standard time zone, was elected to 
the ABC board to fill the unexpired 
term of Mr. Macy. Horace Powell, 
icirculation manager, Atlanta Jour- 
nal, succeeds Mr. Joy, and Buell 
Hudson, business manager, Woon- 
socket Call, succeeds Col. Smith as 
director for Class 2, newspapers 
published in the Eastern Standard 
time zone. W. J. J. Butler, Toronto 
Globe und Mail, was re-elected a 
director to represent Canadian 
newspapers. These terms are for 
two years. 


New Agency Personnel 
All other 


directors whose 
expired were re-elected, but the 
agency division made several 
changes in personnel of its advisory 


terms 


committee. The newcomers are 
Harwin Mann, Lord & Thomas, 
Los Angeles; Otto R. Stadelman, 


Needham, Louis & Brorby, Chicago, 


and Lester Wallitz, Warwick & 
Legler, New York. They succeed 
J. O. Bauer, tord & Thomas, New 
York; J. J. Hartigan, Campbell- 


Ewald Company, Detroit, and Fred 
A. Robbins, Fred A. Robbins Com- 
pany, Chicago 

At a meeting of 
following the final 
all officers were 


the ABC 
general 
re-elected 


board 
session, 


Fred Kirby, Tower 
Backer and 10-cent 
‘Store Tycoon, Dies 


New York, Oct. 17.—Fred Morgan 
Kirby, one of the founders of the 
Woolworth five-and-ten cent store 
chain and backer of Tower Maga- 
zines, died at his home near Wilkes 
Barre, Pa., yesterday at the age of 
79. Before joining the merger 
which formed F. W. 
Company, he owned 
throughout the country. 

Although inactive for some years 
due to illness, Mr. Kirby figured 
prominently in the Tower Magazine 
circulation fraud case which wound 
up with jail sentences for three de- 
fendants last January. Catherine 
MeNelis, publisher of Tower Maga- 
zines, charged in her court defense 
that Allan Kirby, son of the late 
Mr. Kirby, forced her into bank- 
ruptey 

Mr. Kirby began his business 
career in a= store at Watertown, 
N. Y., where Frank W. Woolworth 


96 


stores 


Originated the five-and-ten cent 
store idea. In 1912, he sold his 
chain to the Woolworth interests 


and became a vice-president of F. 
W. Woolworth Company. 


CHARLES E. WESTERVELT 

Batavia, N. Y., Oct. 14.—Charle; 
E. Westervelt, 69, long prominent 
publisher of New York state 
newspapers, died Saturday after an 
illness of three months. At the time 
of his death he was publisher of 
the Independent, but during his ca- 
reer he served as publisher and in 
other capacities on the Ithaca Daily 
News, Hornell Times, Marlborough 
Record and Daily Telegraph, 
Sharon, Pa. 


as a 


WALTER G. RESOR 


Cincinnati, Oct. 14.—Walter Gor- 
don Resor, of Boston, formerly of 
Cincinnati, died in Boston Oct. 11 
Resor was formerly with the Proc- 
ter & Collier Advertising Agency, 
of Cincinnati, and left that agency 
to join the New York office of J. 
Walter Thompson. When he retired 
several years ago he was vice-presi- 
dent in charge of J. Walter Thomp- 
son’s Boston office. 


WILLIAM A. SHEPARD 


Cleveland, Oct. 14.—William A. 
Shepard, 65, sales manager of 
American Fork & Hoe Company 


for the past eight years, died Oct. 8. 
He was formerly vice-president of 
Kelly Axe & Tool Company, 
Charleston, W. Va., which was taken 
over by American Fork & Hoe 


JULES R. MOSS 
14.—Jules R. Moss, 


in point-of-sale advertis- 


Chicago, Oct. 
specialist 


ing, associated with the Chicago 
Show Printing Company for the 
last 14 years, died Sept. 18. Early 


in his career he was publicity agent 


Woolworth , 


for several well known actors and 
actresses and was one of the few 
who escaped from the Iroquois the- 
ater fire here many years ago. 
Later he was purchasing agent and 
director of publicity for a chain of 
movie houses in Illinois. 


HENRY E. LOWE 


Macon, Ga., Oct. 15.—Henry E 
Lowe, Jr., 34, manager of this city’s 
new radio station, WBML, died Oct. 
13 following a brief illness. 


Durez Opens Plant 

Durez Plastics & Chemicals, North 
Tonawanda, N. Y., has opened a 
$2,000,000 plant for the production 


of phenol. 
FREE with your 
first Order 
Jer and Brush FREE with your first order 
S$ Artist Rubber Cement. Nationally 
weed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 
cial Frisket Coment, $3.50 per gel ‘ 
$s RUBBER CEMENT CO. | 


1438 No Halsted St CHICAGO,ILL 


ADVERTISING MEN 


WANTED! 


* Yes-we want you to expe- 
rience the convenience and 
comfort of this hotel — cen- 


trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to 
bear. 


You'll like our acecommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you ll relish luncheon, dinner, 
supper, or a nighteap after a 
siege at the office. 


— NOTE 
Several agencies have found it ad- 
visable to make special arrange- 


ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement, 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New York 
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THE HAIRE BUSINESS PUBLICATIONS 


1170 BROADWAY, NEW YORK, N. Y. @ specialists in retail merchandising trade papers 
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Blackstone to Spector 

Blackstone Products Company, 
New York, has appointed Raymond 
Spector Company, New York, to 


handle advertising of its aspirin and | 


Aspertane. Plans for accruing na- 
tional distribution 
stone household remedies, now sold 
principally in the South and Mid- 
dle West, involve the increased use 
of radio and small space copy in 
over 100 newspapers. 


Acme to Lee-Stockman 


Acme Bulletin & Directory Board 
Corporation, New York, has ap- 
pointed Lee-Stockman, New York, 
to handle its advertising. Brendan 
Sullivan is account executive. 


of the Black- | 


Harold A. McGrath Wilder Adds Two 


Heads Fowler-Shaw | The Market Record, Chicago, 
Harold A. McGrath, who recently | eo ge geen ee Rha a 
niessl ati i : ° : ay. | an arke ecord, an a 
resigned as president of White Val-| i¥g. Company. ‘Chicago, maker of 
: ee eee - |the Davidson Dual duplicator, fold- 
been made president of Fowler-| ing machines and collater, have ap- 


i. ye on oe | pointed Almon Brooks Wilder Ad- 
» 58. SOWEEE, Wee ° 'vertising Agency, Chicago, to 


| being served by Mr. McGrath, has lhandle their accounts. 


| joined Butler Brothers in an execu- | 
Fabrics to Kimball 


| tive advertising post. 

| Pita tac 

‘Alto Names Borrelli National Fabrics Corporation, 
Alto Products Company, food|New York, has appointed Abbott 
|packer, has appointed the Borrelli | Kimball Company, New York, to 
|Company, Philadelphia, to handle | handle its account. A campaign for 
its advertising. A foreign language | Miami Cloth in magazines and 
|radio campaign is planned. |newspapers is being planned. 


TO WORLD 


OVER 100 STATION EXPERTS GIVE 


* 15" PLACE 


AND A TIE FOR 


2X0 PLAGE 


TRANSCRIBED SHOWS 


Radio Experts 
Express Views 
in First Poll 


Chicago, Aug. 8. — Virtually 
everyone but the broadcaster has 


likes and dislikes. It is with some 
pride, therefore, that ApverTIsInc 
Ace presents the first report on the 
reaction of the station experts to 
the programs which they pass on 
to the public. © © ¢ 

“Singin’ Sam,” the Coca-Cola 
headliner discussed elsewhere in 
this issue, was far out in front as 
“the best national spot show.” 
Studebaker and American Tobacco 
Company tied for second. 


been polled as to his or her radio} } 


LISTEN-ABILITY 


be a successful program must be heard .. . 


not simply heard, but heard with all the 
original overtones and harmonies which dis- 
tinguish one voice from another and one 
musical instrument from another. It has 
been proved by radio and sound engineers 
that the most nearly perfect thing in re- 
corded sound—whether speech or music—is 
a World vertical-cut Wide Range transcrip- 
tion. Moreover, these World transcriptions 
surpass not only all other recordings but 
network lines in assuring uniform maxi- 


Three cheers for Coca-Cola and the 
D’Arey Advertising Company for pro- 
ducing “the best national spot show” 
in the estimation of leading station 
managers, recently polled by Advertis- 
ing Age to learn their preference for 
the programs they broadeast. 

And 3 more cheers for Studebaker 
and Roche, Williams and Cunnyngham 
for producing the program tying for 
second place with the American To- 
bacco Company. J 

And while we are at it, how about J t 
“locomotive” for World whose unique’; 
recording processes have contributed tol 
these successes by insuring the greatest 


possible “listen-ability.” 


mum quality at each broadcasting station. 

The strongest proof of World's matchless 
fidelity is the faet that World vertical re- 
cordings are regarded as a “must” by the 


\ program to 


new Frequency Modulation stations whose 
technical requirements are the most exact- 
ing in the broadcasting field. 

Added to these advantages is the extreme 
flexibility of the transeription medium 
which permits the advertiser to select both 
the place and the time for his broadcasts. 

It is a significant fact that World clients 
rank among the most important advertisers: 
and that they have remained World clients 


over long periods of time. 


WORLD BROADCASTING SYSTEM 


711 FIFTH AVENUE, NEW YORK CITY 


STUDIOS: NEW YORK © CHICAGO + 


HOLLYWOOD BRANCHES: SAN FRANCISCO * WASHINGTON, D. C 


shaving products, 


Ford, Colgate and 
General Baking 
Change Agencies 


(Continued from Page 1) 


tooth powder, 
Halo shampoo, Vel soapless suds 
and Cashmere Bouquet soap and 
beauty preparations. It is scheduled 
to retain this business and add Con- 
centrated Super Suds. 

After serving as a vice-president 
of Batten, Barton, Durstine & Os- 
born, Mr. 


on the Colgate-Palmolive-Peet as 


which came to Benton & Bowles 
from BBDO a short time after Mr. 
Bates’ switch. 
Colgate-Palmolive-Peet Company 
ranked eighth among all national 
advertisers last year, with total ex- 
penditures estimated at consider- 
ably over $6,000,000. 


Four Agencies for Baker 


A new approach to the problem 
of bakery advertising will be tried 
by General Baking Company, here- 
tofore a Batten, Barton, Durstine & 
Osborn account, with four agencies 
sharing the account instead of a 
single one. Each agency will de- 
velop plans for the bakeries in its 
area. 

Newell-Emmett Company, New 
York, will be in charge of the New 
York and New England divisions; 
Ivey & Ellington, Philadelphia, for 
the Pennsylvania division; and 
Mitchell-Faust Advertising Com- 
pany, Chicago, for the Central divi- 
sion. A fourth agency is yet to 
be selected for the Southwestern 
division, but a choice will be made 
shortly. 

A. W. Stone, advertising man- 
ager of General Baking, explained 
to ADVERTISING AGE that the new 
plan is designed to insure regional 
agency service more closely dictated 
by regional conditions 
been possible with a single agency. 


Bates joined Benton & 
Bowles in 1935. He has been active | 


well as on the Continental account, | 


than has 


General Baking, he pointed out, 
\is a combination of 42 independent 
|and local bakeries. Their problems 
are local, and vary widely from one 
|market to another. No over-all 
| campaign can possibly be expected 
|to fit each local situation, the com- 
pany believes. 

By selecting agencies located in 
| the areas of the bakeries they wil! 
|serve, the company hopes to be able 
| to take advantage of the opportu- 
|nity of fitting its advertising in each 
|section to local conditions. Four 
|agencies are also expected to pro- 
vide more ideas which may prove 
juseful to the headquarters office 
| than one has been able to do in the 


| past. 


Handerson Resigns 


Resignation in Akron of Philip 
|\C. Handerson as director of adver- 
tising of B. F. Goodrich Company, 
and appointment in his place of 
Frank T. Tucker, for eight years in 
charge of Goodrich Silvertown tire 
advertising, caused rumors here 
this week that the agency relations 
of the giant tire company were also 
to be redistributed. These rumors 
were vigorously denied both by Mr, 
| Tucker and by agencies alleged to 
‘be benefitting from the shift. 

The present Goodrich agency set- 
up includes Ruthrauff & Ryan on 
|Goodrich Silvertown passenger car 
'tires and batteries; Griswold-Eshle- 
|man on mechanical rubber goods 
}and truck and bus tires; Fuller & 
‘Smith & Ross on Associated tire 
|lines and drug sundries; Buchanan 
\& Co. on Seal-O-Matic tubes; 
Westco Advertising Company of 
California and Knox Reeves of 
Minneapolis on radio sport pro- 
grams, 

Mr. Handerson, who left Gris- 
|wold-Eshleman for the Goodrich 
| post nine years ago, is reported re- 
|turning to the agency field. 


Marshall Field Ads First 


Marshall Field & Co., Chicago, 
_ has been awarded the Socrates 
Award for the best department 
|store and specialty shop advertising 
in the United States and Canada in 
ithe 1939-40 competition conducted 
annually by Vincent Edwards & 
|Co., New York. 


mot ATI 


WESTINGHOUSE 
Represented Nationally 


(THE CKO NETWORK 


. ae : 
‘ . 


PHILADELPHIA 


10,000 WATTS 50,000 wos 


RADIO STATIONS 
by NBC Spot Sales Offices 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AROUSES IRE OF NEW PURITY GROUP AT ABC CONFERENCE MIDWEST WOMEN HOLD ANNUAL CONCLAVE 


n G. E. Carvell, St. Louis Post-Dispatch; 
€ E. H. Schroeder, Milwaukee Journal. 
e 
1S 
0 
rs 
r, 
to PLAIN OR CORE 
When the Midwest Intercity Conference of Women's Advertising Clubs con- 
t- vened in Cleveland over the weekend of Oct. 12-13, these club officers were 
mn among those present. Seated, Mrs. Honor Gregory House, Cleveland president; 
ar Mrs. Prudence Allured, Chicago president; Evelyn Gardiner, Pittsburgh president. 
e- Standing are Mercedes Hurst, new AFA vice-president; Mrs. Hilda Schallock, 
ds Milwaukee president; Janice Mitchell, Toledo president; Susanne Blank, head of 
& the Detroit club; and Thelma Palmer, head of the Toronto club. About 125 
re women attended the conference, an annual event of some years’ standing. 
am (Story on Page 4.) 
es; PA * —y 60Otéisés 
of A — seat 
wee With tHe auedN BOLD CABALLEROS SWALLOW THEIR DRINKS 
‘0 ee 
Frank M. Lawrence, secretary and space 
‘is- Displays like this recent Raleigh poster “are not complimentary to women and buyer, Batten, Barton, Durstine & Osborn, 
ich girls, are indelicate . . . and not conducive to modesty, decency and good New York; and W. B. Walrath, Jr., of 
re- morals,’ The Bookwriters League of America, Los Angeles, has decided. The the media dept. of the Chicago office 
League is determined to ‘clean up" advertising, and reports eager assistance of that agency, at the ABC meeting. 
from other groups which have been contacted. 
' ABC DRAWS VARIED THRONG TO MEETING 
120, 
ites 
ent 
sing 
a in 
ted 
3 & 
This swaggering foursome, at the casino at White Sulphur Springs during the 
A. G. Ensrud, media department, J. National Wholesale Druggists’ Association convention includes Mrs. Carl Meyer 
Walter Thompson Company, Chicago; Ill, wife of the head of the Meyer Drug Company, St. Louis; T. E. Hicks, pres- 
and O. J. Ranft, Chicago manager, John ident, Personal Products Corporation; Pierre Harang, sales manager, Houbigant; 
J. ©. Corson, H. J. Holns Company; A. ©. Buckingham, vice-president, Cluctt, H. tags fan, paso oh a the and Elliott Odell, Fawcett a9 en? nea hit a new high level in enter- 
a Peabody & Co.; Vernon D. Beatty, Swift & Co., at ABC meeting. : ae Sa 


OFFICIALS TOUCH OFF "LARGEST BEER SPECTACULAR" 


M. J. Swann, International Harvester Company; E. W. Chandler, ABC; J. E. 
Blackburn, Jr., McGraw-Hill Publishing Company. 


This group of company and agency executives helped turn on the giant Fox beer spectacular overlooking the Michigan 

avenue bridge in Chicago which is said to be the largest beer spectacular in the country. Frank G. Fox, president of the 

Peter Fox Brewing Company, is in the center, holding the control box. Behind and to the left of Mr. Fox is Burr Robbins, 

vice-president, General Outdoor Advertising Company, which erected the sign. Fifth from the right is R. J. Scott, of 
Schwimmer & Scott, Fox agency, and at the far right is Walter Schwimmer. 


Second from right, Albert Hulme, Saskatoon Star-Phoenix; others left to right 
tre J. E. Middleton, E. C. and Harry DeClerque of Henry DeClerque, Inc. 
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—ew 


THINGS ARE 
HAPPENING 
IN CHICAGO 


During the first nine months of 1940 
the Chicago Herald-American gained 
874,006 lines of paid advertising. 
Gains were made in every classification. 


Retail .._—s._—ad.. UP 530,798 Lines Financial UP 16,594 Lines 
General ....UP 92,060 Lines Classified UP 162,110 Lines 
Automotive UP 66,216 Lines Legal. .....UP ~— 6,228 Lines 


j ae Source: Media Records 
ror ils 


Things are happening in Chicago... Ask the Boone Man 


hi CHICAGO HERALD-AMERICAN 


...friend of the family 


National Advertising Representatives: Rodney E. Boone Organization 
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